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> Apex Rotarex Corporation 
1070 East 152nd Street 
Cleveland, Ohio 


Gentlemen: 

Attention: Refrigerator Division 
Now that the end of the year is close at hand and congratulations are in order, 
we wish to take this opportunity of telling you of the excellent performance we 
experienced with Apex refrigerators during this year, which was the hottest ever 
recorded here. 


Government statistics show that Kansas City temperatures were the highest of any 
city in United States and of course this extreme heat was the supreme test for 
electric refrigerators. 


Although we carry three other leading lines, I know you will be pleased to learn 
that Apex performance was unexcelled from the standpoint of efficiency, main- 
tenance, and customer satisfaction. 


Our entire organization joins me in extending to you our appreciation for the 
splendid cooperation you have given us in the merchandising of Apex appliances. 


Very truly yours 
MACE RYER COMPANY 


President 


APEX ROTAREX CORPORATION, Cleveland, Ohio 


Subsidiary of The Apex Electrical Manufacturing Company 


In Canada 
THE ROBERT MITCHELL CO., LTD. 


West of Denver 


APEX ROTAREX MANUFACTURING CO., 
Oakland, California 
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TS laundry advertising in the 
Saturday Evening Post carried 
by American Machinery 
Company is now being met by 
washer advertising, in the same 
publication, carried by Lovell. The 
maker of the most of the nation’s 
wringers steps into the battle with 
a double truck in the December 
15th S.E.P. and will follow through 
with page advertising at monthly 
intervals. Editorially and _per- 
sonally we take our hat off to the 
Lovell Company. They are doing 
a needed service for the industry. 
National advertising of this educa- 
tional character is highly valuable 
and important in creating a recep- 
tive state of mind among prospects. 
It will not bring any vast number 
of these prospects into dealers’ 
stores. It will help selling but not 
in any degree replace it. The deal- 
ers’ job is to keep his salesmen out 


selling. 


CONTACT 


At a recent meeting on the I.E.S. study 
lamp, M. E. Skinner pointed out that the 
manufacturers are making very little con- 
tact with the small town dealers. The 
dealers in the larger cities on the lines of 
Mr. Skinner’s company had been called 
upon both by manufacturers’ and whole- 
salers’ salesmen, shown the I.E.S. -lamp, 
and been given the story. But in the 
smaller communities dealers have never 
seen the lamp and in many cases had not 
even seen literature on it. The Niagara 
Hudson System is earnestly striving to 
stimulate the dealers’ activity, but one im- 
portant link in the distribution chain is 
missing. This link is the education the 
dealer receives from the manufacturer’s 
salesman. A similar situation was dis- 
closed in a large city where a recent 
check-up showed that three-fourths of the 
dealers were not being reached by manu- 
facturers’ representatives and that most 
dealers in consequence had not seen re- 
cent developments in appliances and were 
not buying goods because nobody was try- 
ing to sell them. 

If these two instances are indicative, 
and it stands to reason that they are, we 
may have the explanation of insufficient 
volume, especially in the smaller appli- 
ances. Here is a plain indication that no 
adequate selling job is being done on a 
very large proportion of the industry’s re- 
tailers. Manufacturers recognize the tre- 
mendous importance of education of retail 
sales people. They must be educated both 
on the method of selling and the charac- 
teristics of the product which the manu- 
facturer has provided for them to sell. 


Much valuable material and much ex- 
pensive time is spent by manufacturers on 
the education of the larger retail sales or- 
ganization. But these same manufacturers 
have apparently a blind spot of large pro- 
portions when they omit the necessary 
education of the great army of smaller 
dealers. Education which can best come 
about through contact by their salesmen. 

The manufacturer cannot depend upon 
his wholesalers to do the whole job. The 
wholesale salesman rarely concentrates 
upon a single line. His function is to sup- 
ply the dealer with the appliances which 
his house carries, and he has to cover a 
great deal of territory and see a great 
many merchants in the time at his dis- 
posal. Manufacturers’ salesmen of the 
missionary type used to maintain a fairly 
close dealer coverage. The effect on the 
dealer was highly stimulating because the 
salesman not only showed him the goods 
but was able to help definitely in build- 
ing the dealers’ ability to sell them. Now 
apparently, due to a restriction‘of vol- 
ume, reduction of profits or both, manu- 
facturers no longer maintain sales staffs 
large enough to perform this function. 
The result is that an important part of our 
retail distribution is not working. 


RANGES 


It has been our constant viewpoint— 
expressed many times in these pages— 
that the electric range business would not 
begin to go places unless prices were high 
enough to provide for an adequate pro- 
motional job and at the same time yield 
a profit to the manufacturers and retail 
appliance trade. 

One of the shrewdest merchandisers in 
New England—Richard Lincoln of the 
Boston Edison Company—takes sharp 
issue with us on this point. Range busi- 
ness will not grow, he contends, until we 
get a lot of ranges in the homes. And to 
get a lot of ranges in the homes, he says, 
you have got to compete with gas com- 
petition on a price basis. 

Anyway, he has just started to put his 
theory to the acid test. The Consolidated 
Gas Company of Boston has been run- 
ning a range campaign on an $88 gas 
range selling for $62.50. To meet this 
competition, Dick Lincoln obtained a 
four-burner, 16-inch oven electric range 
to sell for $79.50 less $10 allowance 
for trade-in. This is a campaign price 
and it will be upped to the full $79.50 
when the drive is over. 

Department stores have conceded to the 
Boston Edison Company that since they 
are not doing any amount of business on 
electric ranges that they cannot object to 
this program. They are willing to with- 
hold their fire untit such time as many 
more thousands of metropolitan Bos- 
tonians are cooking with electricity and 


something in the nature of a real market 
awaits. As for the dealers, the regular 10 
per cent compensation for range leads is 
still in effect. 

Maybe Dick Lincoln is right. We feel 
a good deal like some of the department 
store men: while no great range market 
exists or has been built, it may not hurt 
to try another tack. 

At least the result ought to have some 
bearing on the argument as to whether 
the range business is going to be built on 
price competition or on price preserva- 
tion. 


CHANGE 


In June, ELECTRICAL MERCHAN- 
DISING made some radical changes in 
format. The page size was doubled, ad- 
vertising and editorial matter were run to- 
gether instead of being separated and type 
faces were changed for greater read- 
ability and more dramatic treatment of 
editorial articles. 

A large proportion of our readers liked 
the change. They approved of the new 
size and found the advertiser’s message 
easier to get when placed next to reading 
matter. 

But there remained an impressive body 
of readers who felt that the size was un- 
wieldy. They could neither file the maga- 
zine nor carry it in a brief case. And 
when readers object, publishers must take 
heed. We have, therefore, been earnestly 
seeking a solution to the problem of gre&ter 
visibility and at the same time greater 
convenience in handling, reading and 
storing ELECTRICAL MERCHAN- 
DISING. We believe we have found it 
in adopting the size and shape of publica- 
tion that over many years has been ap- 
proved by the largest body of magazine 
readers. 

Beginning with the January issue, the 
magazine will be reduced in size—not 
back to the old 9 x 12—but to approxi- 
mately Saturday Evening Post and Col- 
lier’s size. 

In addition, due to the great advances 
made in the art of rotogravure printing, 
especially as regards the use of color, 
ELECTRICAL MERCHANDISING 
will be printed by the rotogravure process. 

We feel that this is a significant ad- 
vance in the history of this magazine. 
With a size convenient enough to satisfy 
all our readers, yet large enough to per- 
mit the dramatic use of photographs and 
with the added brilliance of roto printing, 
ELECTRICAL MERCHANDISING 
starts the year 1935 with a finer appear- 
ance and the strongest editorial program 
in its twenty-six-year history. We 
earnestly hope you will like it. 
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Westinghouse Lamp 


Simplifies Consignment 


consignment selling plan for 
Westinghouse Mazda lamps, which 
has been functioning satisfactorily for 
more than 22 years, is expected to op- 
erate still more efficiently by changes an- 
nounced effective as of December 1, 1934. 
Inventory bookkeeping is reduced to a 
minimum; small agency contracts may 
be renewed by notice; minimum sales 
requirement established for small agents; 
probationary agency contracts are abol- 
ished; and serving agents receive full 
compensation for serving small agents. 

Simplifying the plan for both the small 
and the larger agent, the new plan is 
perhaps of greater interest to the some 
16,000 small agents. Contracts affected 
by the change are those of less than $500 
agents, which represents the majority of 
retail agents. While the new plan pri- 
marily aids the small agent, many of his 
benefits automatically become those of the 
larger serving agent as well. 

The elimination of monthly inventory 
reports perhaps stands foremost mong 
the changes of simplification. After De- 
cember 1, physical inventories will not be 
required monthly and monthly sales re- 
ports need not be prepared by the small 
agents. Working stocks for the agent will 
be determined on average annual de- 
mands. 

Sales may be computed monthly by de- 
ducting a working stock from the total 
consignment balance on the assumption 
that the lamps shipped to the agent are 
to replace the lamps sold. The agent 
is spared the time and trouble of com- 
plete stock inventories every month, while, 
obviously, the serving agent no longer 
must keep following up his serviced 
agents for their monthly inventory re- 
ports. 

The new simplified plan is designed to 
simplify the operation of serving agent and 
the small served agent whose annual net 
sales amount to less than $500, and to 
establish one minimum net sales require- 
ment of $25 per year. Probationary 
agency contracts are, therefore, unneces- 
sary and will be discontinued and such 
agents are now eligible to the Less than 
$500 simplified form of contract. 

In the past an agent whose minimum 
net sales fell below the required $75 per 
year, could not qualify for renewal. The 
new plan provides that an agent may 
qualify for renewal if he sells the low 
net of $25. With this more flexible ar- 


Two TVA Towns Sign 
For Financing 


LECTRIC utilities operating in two 

Tennessee cities have entered into an 
appliance financing contract with Electric 
Home and Farm Authority, it was an- 
nounced today by George D. Munger, 
EHFA commercial manager. The utili- 
ties serve Lebanon and Franklin, Ten- 
nessee. 

With the signing of the contracts, Mr. 
Munger explained, EHFA financing will 
be available on appliance purchases in 
these two cities. Appliances approved for 
financing by EHFA are electric ranges, 
refrigerators and water heaters, all of 
which bear an emblem identifying them 
as EHFA models. 


Barton Exports 
to Kraus 


HE Barton Washing Machine Com- 
pany of West Bend, Wisconsin, have 
announced the appointment of H. L. 
Kraus, Inc., 330 W. 42nd Street, New 
York City, as the Export Sales Managers, 


rangement, more agents may be permitted 
to retain their agency. 

Another welcome change effected in the 
new plan is the renewal of contracts by 
notice. An agent’s original contract may, 
under the plan, be continued in force 
year after year by the giving of notices 
of renewal. 


RMA to 
Advertise 


HE Radio Manufacturers’ Associa- 
tion, representing virtually all im- 
portant manufacturers of radio receiving 
sets and receiving set parts in the United 
States, today announced the appointment 
of J. Walter Thompson Company to 
handle a nation-wide campaign in the in- 
terests of the radio industry as a whole. 
The general purpose of the campaign, 
according to a statement from the Asso- 
ciation’s Board of Directors, will be to 
awaken the public to the tremendous 
strides which have been made in radio 
reception in recent years culminating in 
the current “allwave” receivers with 
their tremendously improved tone fidelity 
throughout the entire broadcast band. 


New Policy 
for Woodhouse 
Electric Company 


FTER twenty-five successful years as 
distributors of general electric sup- 
plies and appliances, the Woodhouse 
Electric Company, Inc., Norfolk, Va., an- 
nounce they will close out their stock of 
such supplies and in the future will con- 
centrate their entire efforts on distribut- 
ing a general line of household electrical 
and gas appliances. For the present they 
will represent twelve nationally known 
lines but will from time to time add 
other lines as the market develops. A 
new department has also been added 
which will feature a complete line of 
amateur broadcasting supplies and re- 
placement parts. 

The new policy was adopted at the 
reorganization meeting held following the 
death of Mr. Jonathan Woodhouse, 
founder, and President of the company 
since its organization in 1909. The pres- 
ent officers of the company are—T. L. 
Woodhouse, President-Treasurer, J. P. 
Gulley, Vice-President. 


A suntan machine, vending sunburn 

at the price of one quarter for seven 

minutes has recently been installed in 

Broadway barber shops, and the girls 
are flocking in for a tan. 


Winslow Merges 
3 Refrigerator 


Companies 


CONSOLIDATION of manufactur- 
ing facilities of three concerns 
manufacturing refrigerators, commercial 
condensing units and air conditioning 
equipment is announced by Dallas EF 
Winslow, President of Dallas E. Winslow, 
knc., parent corporation of Copeland Re- 
frigeration Corporation, Mount Clemens, 
Michigan, Trupar Manufacturing Com- 
pany, Dayton, Ohio, and Zerozone Re- 
frigeration Corporation, Chicago, III. 
The combined operations of these three 
units will be housed in the manufactur- 
ing plant located at Holden and Lincoln 
Avenues, Detroit, formerly used by Lin 
coln Motor Car Co. This plant has a 
floor area of upwards of 200,000 square 
feet, with service from three main line 
railroads. 


Small Appliance 
Market to be Promoted 


T a recent meeting of the Committee 
on the Electric Table Cookery Pro- 
gram held at Headquarters of the Edison 
Electric Institute, a tentative plan was 
prepared for broadening the scope of its 
effectiveness. 

The objectives will be first, to create 
wider interest in the promotion and sale 
of electrical housewares among all re- 
tail outlets. Secondly, to encourage 
planned and sustained merchandising ef- 
fort on electrical housewares in order 
to establish the small appliance market 
on a higher plane. 

To effectuate the first objective, a 
monthly news medium will be published 
under the title “Electrical Housewares” 
which will be successor to “Table Cook- 
ery Topics.” It is expected that this in- 
formational bulletin will reach all classes 
of the trade through the help of manu- 
facturers, wholesalers and utilities. 

To encourage more aggressive mer- 
chandising effort on small appliances, the 
terms and conditions of a National Bet- 
ter Merchandising Contest will be an-- 
nounced at later date. The prospective 
terms and conditions divide the Contest 
into four quarterly periods, during which 
prizes will be offered to departmental- 
ized stores, specialty dealers and utili- 
ties for merchandising performance. 

All publicity and prizes will be re- 
stricted to manufacturers contributing to 
the national fund, their products and cus- 
tomers. Among the accomplishments to 
be recognized by prizes are best plans 


A glance through this window reveals practically the complete line of equipment 

merchandised by Hill & Phipps, refrigerator and appliance dealers of Orlando, 

Florida. Low, removable panels set off the “window display” and permit ac- 

cess to it for demonstration purposes, but do not interfere with a passerby’s 

view of the entire interior. The layout makes effective use of the space avail- 

able, providing sections for various models of General Electric refrigerators, 
w ranges, and radios, as well as for the G-E “Clock Merchandiser.” 


for sales training of retail clerks in sell- 
ing electrical housewares; store selling 
displays of small appliances ; window sell- 
ing displays, and advertising and promo- 
tional effort on this group of house- 
hold devices. 


Philly Active on 
Better Light— 
Better Sight 


HE enthusiastic cooperation of the 

electrical industry in Philadelphia 
in furtherance of the national “Better 
Light—Better Sight” activity is definitely 
demonstrated in the widespread interest 
already publicly stimulated. 

Under the sponsorship of the Electrical 
Association of Philadelphia, a committee 
of representative citizens, teachers, radio 
broadcasters and others with a direct ap- 
peal to children, are cooperating with the 
Electrical Association in the under- 
taking. 

With the entering wedge of a ten- 
weeks’ radio campaign over a local broad- 
casting station having a tremendous 
youthful following, a “Children’s Sight 
Savers’ League” has been organized to 
convey the message of sight conservation 
through better light to its young mem- 
bers, and through them, to the home. 
This broadcast is sponsored by the Better 
Sight Council of Philadelphia, a body 
constituted of representative professional, 
social and civic leaders. Membership in- 
signia, and a prize, a handsome study 
lamp, are incentive for cooperation of the 
children in qualifying as members of the 
“Sight Savers’ League.” 


Springfield Gets 
Rector to Pep 
Range Business 


PRINGFIELD, Mass., has jumped in- 
to the home modernization camp..ig” 
with two feet. Dealers and distribu:‘ors 
got together and formed an Ele ‘ric 
Home Modernizing Council, a coopera ive 
enterprise to promote electric range sa_ 5. 
The first activity of the group, acc “¢- 
ing to C. P. Golding, general sales 1 1"- 
ager of the United Electric Light C ™- 
pany (and our able correspondent!) © t 
be a series of cooking schools under the 
expert direction of George Rector, in et 
nationally famous chef. 
The Council is giving away a ‘ 30 
electric range as first prize to the ho s¢- 
wife winning the cooking school cont -ts 
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fielvinator 
Deelares 
Dividends; 
Earnings Up 


y!RECTORS of Kelvinator Corpora- 
] tion at a meeting held today, de- 
ed an extra dividend of 20 cents per 
re out of net earnings of the fiscal 
r ended September 30, 1934, and in 
lition declared the regular quarterly 
jividend of 124 cents per share, both 
dividends payable January 2, 1935, to 
si ckholders of record at the close of 
business December 5, 1934. 

Vet earnings for the fiscal year ended 
Ss ptember 30, 1934, in accordance with 

a preliminary report, which is followed 
by the published annual report at the 
usual time, are $1,203,438.76 after all 
charges including taxes and deprecia- 
tion at established rates, but not includ- 
ing the company’s proportion of the net 
earnings of Kelvinator of Canada, 
Limited. These earnings are equivalent 
to $1.08 per share and compare with 
$723,560.66 or 64 cents per share for the 
preceding fiscal year. 


2a 


Dr. Thompson, of the Electrical Test- 

ing Laboratories’ staff, shows how 

temperature within the house may be 
regulated at will. 


ETL Builds 
Air Conditioned 
Model House 


N ORDER to determine performance 

characteristics under conditions dupli- 
cating actual use, the Electrical Testing 
Laboratories are just completing con- 
struction of a remarkable test house. This 
test house of two rooms has been built in 
the Laboratories on the East River. The 
two rooms represent the ordinary clap- 
boarded American form of dwelling and 
is surrounded on three sides by an insu- 
lated space containing the most elaborate 
and complete equipment, which will pro- 
duce any variety of weather conditions. 

This space surrounding the house con- 
tains a variety of blower vents, re- 
frigerating coils, 15 kw. electric heater 
and water sprays to regulate moisture. 
Operated by some 23 hp. motor equip- 
ment, it is one of the most complete 
temperature control systems yet in- 
stalled. The house has two ordinary 
sived rooms in exact duplicate, so that 
comparative tests may be carried on be- 
tween two different systems or types of 
system under a control of temperature 
ar! humidity conditions existing outside 
th: walls of the house 

An extremely interesting and ingeni- 
ovs electric heating system in the walls of 
th: house and heating grates at the win- 
de ws provides for the reproduction of the 
heating effect of any given intensity of 
suashine. 

Built under the direction of Thompson, 
engineer in charge, this test house offers 
the industry exact data on performance 
ani the possibility of a full demonstra- 
tic n of the actual working of any given 
air conditioning system. 


The fourth annual home service conference of the General Electric Company 
convened recently at the Kitchen Institute, Nela Park. Left to right: Gabrielle 
Griswold, Country Home; Sarah Field Splint, McCall’s; Nell Nichols, Woman’s 


Home Companion; hi 


Wylie, Better Homes & Gardens; Demetria Taylor, 


Good Housekeeping; Alice Blinn, Ladies Home Journal; Julia Kiene, Capper’s 
Farmer; Frances Martin, Electric Kitchen Times, Maran Kitell, Ohio Farmer. 


Federal Trade Commission Bans 
Refrigerator “*“Mystery Book” 


HE Federal Trade Commission have 
just issued a “cease and desist” order 
against the Eastman Scott & Co., Atlanta, 
Ga., who published, under the name of 
Home Research, Inc., a “Mystery Book” 


Completely self - contained, 
the exterior of air-conditioned 
house may be made to simu- 
late any desired atmospheric 
condition. 


Altorfer Bros. 
Company Receives 
Signal Honor 


N announcement has come from New 

York that the Altorfer Bros. Com- 
pany of Peoria, Illinois, manufacturers of 
ABC washers and ironers, has joined the 
world-wide movement for better business 
which is being conducted by the Rice 
Leaders of the World Association. 

Membership in this group of eminent 
manufacturers is considered the highest 
honor that has come to an American con- 
cern. The organization is restricted solely 
to companies of the highest character and 
standing, largely those with “ownership 
management.” 

In announcing the affiliation, which 
came “by invitation,” the Association 
states that it may rightfully be considered 
“A recognition of the long and honorable 
activities of the Altorfer Bros. Company, 
as well as a deserved tribute to the 
character and ability of A. W. Altorfer, 
President, and H. W. Altorfer, Vice- 
President and General Manager, and 
those associated with them during the 
past quarter century in the steady, suc- 
cessful development of this excellent 
business.” 
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containing “false and exaggerated, unfair 
and misleading statements” to the effect 
that foods in electric refrigerators lose 
water to such an extent that their nutritive 
properties are impaired, and that gases and 
odors given off from foods in the “Air- 
tight” chambers of an electric refrigerator 
are absorbed and contaminate other foods, 
rendering them unsanitary and dangerous 
to health. 

The decision brings to mind a similar 
pamphlet issued about a year ago in which 
the author claimed that electric refriger- 
ators were chiefly responsible for cancer— 
a premise that was promptly exploded by 
the American Medical Association and 
leading physicians. 


Caspers to 
Montgomery Ward 


Harold C. Caspers, Kitchen Planning 
Department Manager, Rex Cole, Inc., 
has resigned, according to E. H. Camp- 
bell, Rex Cole Sales Promotion Manager, 
to become Assistant to Manager Re- 
frigeration Department of Montgomery 
Ward and Company. Mr. Caspers will 
assume his new duties on November 15th 
and will make his headquarters in 
Chicago. 


73 Installations 
in Kansas City 


HE bulletin of Kansas City’s Radio 

& Electrical Association reports that 
the number of air conditioning installa- 
tions installed in that city so far this 
year, exceeds all other years combined. 
Of the 73 installations, two were to 
hotels, 4 to night clubs, 8 to restaurants, 
2 to beauty shops, 12 to retail stores, 25 
to residences and 5 to miscellaneous. 


Radio Finanee 
Plan Announced 
by Crosley 


NEW plan to finance radio sales for 


dealers is announced by Powel 
Crosley, Jr., president, Crosley Radio 
Corporation, Cincinnati, Ohio. Arrange- 


ments have just been completed with the 
Commercial Investment Trust Corpora- 
tion whereby sales of all Crosley models 
can be financed where required. This 
is the first time since 1929 that indepen- 
dent finance companies have been willing 
to accept radio paper. It is a reflection 
of the stabilized conditions of the radio 
industry following the crash which found 
many companies holding paper on high- 
priced radio sets, with large balances due. 
The Crosley Radio Corporation has had 
this plan in effect with CIT on Crosley 
refrigerators for the past three years and 
it has worked out very satisfactorily. 


Cooperative Selling 
Experiment in 
Eugene, Oregon 


NDER the direction of the local 
dealers’ association, the electrical 
stores of Eugene, Ore., have this year 
staged a series of cooperative: sales. 
Ranges, refrigerators, water heaters and 
electric irons have been featured in turn. 
Electric irons were sold on the basis of 
$1 allowance for your old iron. They 
were displayed in the windows of every 
dealer in town and featured in his adver- 
tising. In addition, cooperating adver- 
tising space was taken in the local news- 
paper and announcements were made over 
the radio. 

During the refrigeration campaign, $5 
worth of groceries were given with every 
box sold. This event was advertised 
through four double page spreads. 

The range and water heater campaigns 
were summer events. 

In all cooperative activities the city light 
department has taken an important part. 
Each dealer has contributed $10 a month , 
as his share toward joint expenses, the 
city making up the remainder. Coopera- 
tive advertising has been in the hands of 
a publicity man who is allowed 15 per cent 
of the cost of the ads for his services. He 
also prepares copy for radio use, time on 
the air being paid for by the city. The 
city department does not itself merchan- 
dise, but during the range and water heater 
campaign stock was purchased through its 
agency and displayed on dealers’ floors, a 
commission being paid for all sales made. 

The dealers’ organization, of which 
L. B. Sigwart, of the Sigwart Electric 
Company, is president, numbers all of the 
exclusive electric dealers in town among 
its membership. F. M. Bennett is com- 
mercial manager for the city light de- 
partment. 


It’s not always the big sales organizations that produce results. One man tend- 

ing strictly to business can do wonders. Above is the interior of the Andich 

Without any outside sal 

Mr. Andich accounted for the sale of 230 Norge refrigerators this year. His 
only other line is RCA radio. 


Electric Shop, Rock Island, Ill. 
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For both you and your 
customers... with the new 
WESTINGHOUSE 
REFRIGERATOR 
PROTECTED PROFITS PLAN 


@ The proved dependability of 
the Westinghouse hermetically- 
sealed unit allows us to give you 
and your customers 5-years 
service protection. And we are so 
sure that this unit will stand up 
under heavy duty that we provide 


generous compensation to you for 


YOu SAY THE MECHAN- 
1SM 1S PROTECTED 
FOR 5 YEARS? 


VES. YOU SEE ITS HERMETICALLY- 
SEALED’ AND ITS PROTECTED 
AGAINST SERVICE EXPENSE 
UNTIL 1939 


any units you may need to re- 
place in that 5-year period. 
Thus you obtain protection 
on your profits... and in addi- 
tion, you make more sales... 
speed up turnover...and earn 


greater net profit. 


yOU SAY YOUR NEW 
WESTINGHOUSE PLAN 
ACTUALLY PROTECTS 
OUR PROFITS? 


1F THE WESTINGHOUSE 
PLAN WILL DO THAT WE 
CERTAINLY WANT YOUR 
LINE, CAN WE GET IT ? 


CERTAINLY. IT GIVES you 
EVERY HELP TO MAKE SALES 


AND MINIMIZES YOUR SELLING 
AND SERVICE EXPENSES 


A new and interesting book—the “20 Question Guide to Protected 


Profits’ sums up this new Westinghouse Refrigerator Protected Profits 


Plan. You'll find it well worth your while to get this Guide and use it as a 


VOU CERTAINLY ARE MY STAR 
SALESMAN. YOU MUST LIKE 
THE WESTINGHOUSE OWNERS 


OF COURSE 1 00. I'M SO DE- 

LIGHTED WITH MY WESTINGHOUSE 

THAT | WANT ALL MY FRIENDS 
TO BUY THEM 


measuring stick for any refrigerator 
propositions you may be considering. 
Use handy coupon below or if more 


convenient your own letterhead. 


Westinghouse Electric & Manufacturing Company, 
910 Fifth Street, Mansfield, Ohio. 

= Please give me without obligation the full facts on 
Protected Profits Plan, including the “20 Question Gu 
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LACE a piece of coal in a test tube 

and light a flame under it. Watch 
what happens. Gas will flow out 
of the top. Black, sticky stuff will dirty 
its middle. And in the bottom, all that 
will remain is coke. 

For centuries, coke makers thought all 
that was in coal was its heat—they 
bottled the gas, sold the coke and threw 
the black stuff away. ‘Perfectly use- 
less,” said they; but not so, thought a 
curious chemist who dared to defy ac- 
cepted belief. Probing into it, he pulled 
out all the hues of the rainbow—analine 
dyes! Like a magician, he dipped in 
again to find the odors of long dead 
flowers—synthetic perfumes! He found 
the most deadly explosive known—T N T, 
and the medicaments and antiseptics to 
heal the wounds that it might make! 
Yes, sir, there are a lot of better things 
in coal than its gas. 

We need some curious chemists who 
dare to probe deeply into salesmanship. 
For years upon years, most of us have 
thought salesmanship consisted largely 
of gas. But when you dig deep under 
the surface, you find many value-produc- 
ing elements which, unfortunately, all 
too many of us have been accustomed to 
throwing away. We've been too content 
to remain shallow-thinking order takers. 
We haven’t attempted to read beyond the 
preface. We've resorted to great explo- 
sions of personality without realizing 
that it is easy to gas anyone into a de- 
cision who is ready to buy. 

Now we are met with new conditions. 
I don’t have to wear out the numerals 
on my typewriter proving it to you— 
you feel it every day. Here’s a couple 
of dandy statistics that sum the whole 
thing up. Preliminary estimates of 1933 
sales from the last census of distribution 
are $25,700,712,000—that looks like a lot 
until you compare it with 1929 and find 
it is 47.7 per cent off. In other words, 
just half the money is now being spent 
and the way the old things are all wear- 
ing out, as far as the Stedman family is 
concerned, it has about double the things 
that it needs to buy. Not only does the 
baby need new shoes; the whole darned 
family needs refurbishing, and how! 
Sad Statistic No. 2—there were 1,543,158 
retail outlets in the United States in 1929 
while, proving it is still the land of the 
tree and the home of the brave, there 
are 1,520,339 such merchants right now 

—a drop of only 1.5 per cent. 

Hitch these two statistics together and 
look the gift horse squarely in the face. 
They prove that the same number of re- 
tailers are struggling for half the pie 
they used to eat in dear old '29. Obvi- 
ously, some of them are up the alley, try- 
ng to hide out from the sheriff. Who 

ill win? 

Well, we know it won’t be the dealer 
whose salesmen are waiting for the pub- 
l'¢ to come in and buy. The day of the 

ump-squatter has gone. And it’s a cinch 
that it won’t be the bird who tries to 
hield cheap merchandise behind a 
moke-screen of price. Gas-baggers are 
kewise out. And it won’t be a lot of 
ther kinds of merchants and clerks. But 
t will be the duke who really knows how 
o sell. When the line of scrimmage gets 


unscrambled, you'll find the chap in pos- 
session of the ball who has trained him- 
self to recover fumbles. So, if you want 
to make more money than you've ever 
made before, and you can, learn to sell— 
probe into every aspect of selling—be- 
come dissatisfied with all the superficial 
methods you've ever used before—try 
and test new arguments, new appeals, 
new ways and means. And if you'll do 
that, you will soon realize that there is 
something far more to salesmanship than 
you’ve dreamed of before. It is the most 
necessary, fascinating, dramatic, excit- 
ing profession in the world, and the sky 
is the limit if you never relax your at- 
tempt to become expert in it. 

In each of the ten articles on sales- 
manship that have gone before, I’ve tried 
to crystallize some single specific con- 
cept that you could take out and use suc- 
cessfully the next day; and from the con- 
sequent swift realization of its merit, 
become impelled to study further and be- 
come more adroit in its manipulation. | 
have letters from salesmen all over the 
country which prove conclusively that 
these articles have accomplished their 
purpose for those who have taken the 
time to study and apply them. Now, at 
the year end, it is well to take inventory 
of ourselves. Have we the right attitude 
for successful salesmanship? Are we 
selling the right thing? Have we de- 
voted the time for proper study of new 
selling methods? How much differently 
are we performing than at this time last 
year? If you haven't the will, pride, 
patience or interest to improve your sell- 
ing technique, nothing more I could 
write would be useful. There is no royal 
road! There is no Aladdin’s lamp! You 
can’t go cross-lots to sales success. 

Dissatisfaction with things as they 
are! The willingness to struggle for im- 
provement! The terrific desire to render 
a service worthy of an earning. A 
24-hour-a-day feeling of obligation, re- 
sponsibility and pride in the great con- 
tribution you are making to American 
life! These are as essential as to know 
the new rules of the game. Call it preach- 
ing if you like, but I’ve known a lot of 
salesmen—I've watched them perform all 
over the country—and I haven't found 
one who could remain successful for 
long unless he had the following char- 
acteristics : 

First, the successful salesman has a 
vivid conviction of the social contribu- 
tion he is making through his work. No 
one has such latitude to be of helpful 
service to American life. The pleasures, 
comfort, conveniences and benefits which 
the appliance salesman spends his time 
introducing to the average family, lift 
the standard of living, add to the enrich- 
ment of home life, contribute to the 
charm and beauty of womanhood, create 
leisure for the pursuit of all those arts 
and recreations that make for personality 
and esteem. 

What greater profession is there? 
What occupation more worthy of the de- 
votion of every last ounce of energy? 
What profession—law, medicine, minis- 
try, or what not is able to contribute 
socially in any such sort of way as does 
the sincere appliance salesman? None— 
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GALLOWAY 


... file has rules 


outlined in this article— the eleventh 


and final in a series on sales training 


by 


Gerald E. Stedman 


Vice President, Cramer Krasselt Co., 
Milwaukee, Wis. 


absolutely none! Thus, you and I as 
appliance salesmen can hold our heads 
high in pride and be constantly impelled 
to shout our good news to the housetops; 
realizing, too, that if we let anything 
defeat us from telling the best story to 
the greatest number of families, some 
must continue to be without the advan- 
tages which, except for our laziness, they 
might enjoy. Believe me, that’s a real 
obligation. 

Second, the successful salesman real- 
izes that his chance to get depends ex- 
actly upon what he organizes himself to 
give. If you give little effort, you'll get 
small commissions. If you give little 
time, you'll get poor results. If you 


give little attention, you'll get low earn- 
ings. And if you give insincere service, 
surrounded by this tremendous oppor- 
tunity to be so helpful, you ought to get a 
kick in the pants! There is no other 
profession that offers such great chance 
to gain because, as we have proved, there 
is none other that extends such great 
chance to give. Become a “go-giver.” 
The “go-getting” style of salesmanship is 
old fashioned—in fact it is worse than 
that—it actually smells. 

Third, the successful salesman keeps 
his eyes open to the economic and social 
trends around him that indicate a greater 
selling opportunity. Because it is such 


(please turn to page 26) 
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Facts That Mean More 
Money for You in 1935 


With the announcement of the Stewart-Warner Refrigera- 
tor we promised that this new line would be the sensation of 
the industry —that the product was “right”—had the eye 

eappeal, the engineering background, the features that would 
make a “hit” with consumers—that we had a PROFITABLE 
REFRIGERATION PLAN for retailers ... Our pledge has 
been redeemed! 


In twelve short months, powerful national and local adver- 
tising — intelligent, hard-hitting merchandising —has put 
Stewart-Warner in an important position in the field! It has 
made an outstanding sales record with retailers everywhere 
and proved that it can “deliver the goods” in actual home 
use under any conditions. Ask any dealer handling two lines 
— Stewart-Warner and some other— about comparative de- 
pendability—freedom from service—let him tell you how 
Stewart-Warner performance has taken the “service problem” 
out of the picture. 


LAST YEAR...WE SAID 
THIS NEW LINE WOULD 


BE A SENSATION 


ow IT's CALLED... 


WITHOUT 
PROBLEM 


The success of the Stewart-Warner Refrigerator in 1934 
has set the stage for even wider acceptance in 1935. With a 
trouble - free, twin-cylinder mechanism that has set a “new 
high” for dependability, and a host of new features, the line 
for 1935 will be a “standout from every standpoint.” So 
make no commitments, no promises until you see what 
Stewart -Warner has to offer. 


STEWART-WARNER 


j 
CORPORATION ov 


1839 Diversey Parkway 
Chicago, Illinois 
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They How 


Salesmen at James & Co., St. Louis 
Can COOK ...WASH ... and IRON 


FIRM to be successful, in any line, 


must be versatile. If a salesman is 
demonstrating a washer, he must learn, 
beforehand, how to do that washing, 
thereby understanding the housewife’s 
problems in advance. Or if it is an elec- 
tric ironer, he must know how to iron. 
This is not as simple as it sounds. Most 
men are awkward when it comes to doing 
tasks of this kind. That is why James 
and Company of St. Louis, put their men 
through a two weeks’ training in making 
dirty clothes presentable once more. 

A distasteful job, perhaps, but these 
boys know what they’re talking about 
when they finally go out to interview a 
prospect. 

But this is not all. The finishing 
touches are added by adding three morn- 
ing sessions of actual cooking, on the 
company’s electric ranges. 

The model kitchen is set up on a sort of 
stage, completely equipped with ranges, 
refrigerators and electric dishwashers. 
The men are put through their paces by a 
professional, and prepare whole meals 
consisting of everything from dessert to 
roasts. While the writer cannot vouch 
for the delicate texture of the biscuits, the 
men seem to get a great kick out of it, and 
gain some very practical knowledge of 
the articles they intend to sell. 

A strong incentive, after the begin- 
ners are put on their own, is that if their 
quota falls too low, they will again be 
forced to take their kitchen training over. 

A fitting remark, by James and Com- 
pany’s sales manager, Mr. Burton: 
“Fully 75% of a man’s success in selling 
depends entirely upon how the man is 
trained.” 

But they are not so hard on the boys, 
for they also reward those who take an 
interest in their work and forge ahead. If 
a salesman makes his month’s quota on 
all appliances, he is then eligible to be- 
come a district manager—the company 
even going so far as to set up a retail 
store for him. When I say that through 
this device James and Company has es- 
tablished over a dozen stores in the last 
year or so, which all show a satisfying 
profit in their own right, you can under- 
stand and appreciate such foresight 
which will give a man such an oppor- 
tunity. 

The quotas required of the salesmen 
change every month or so, according to 
the seasonal demand. No man is expected 
to break a record on something out of 
season, but he is expected to produce on 
merchandise which is in demand. 

Promotions are in steps: first to district 
manager, then to display dealer. The 
company take particular pains to help 
each man with his individual problems, 
and is aware that the prospect of quick 
promotion increases a man’s interest in 
his job. 

This company has one idea which 
should be studied by others in the same 
l'ne: Don’t let a salesman get stale on one 
itticle. A specialist, so called, is not 
wanted here. A man must be able to sell 
refrigerators and talk refrigerators as 
well as he sells and talks fans or dish- 
vashers. The object back of the idea is 
‘0 keep all the material moving, and not 
concentrate on two or three main pieces. 

The district stores of course have their 
pet merchandise, but each fights for the 
ither, and is wide awake for the oppor- 
tunity to help the company at large in 


selling everything on the shelf. No dust 
or cobwebs are allowed to accumulate 
anywhere. 

Last October the firm started giving its 
sales organization quotas on its entire 


Left: Sales force ot James & Co., lined 
up outside the company 


line of electrical home devices. No 
article was overlooked. And in spite of 
the heavier load, the refrigerator sales 
were three times greater than previously. 
And this during the so-called depression 
period ! 

These progressive dealers enhance 
their chances of more sales still more by 
making use of extensive advertising. They 
go in for all types, including the popular 
newspaper forms, billboards and radio. 

Located right in the studio of station 
KMOX, their Magic Kitchen is a regu- 
lar daily feature, consisting of jokes, 
cooking lessons and good entertainment. 
Many St. Louis women make special 


Salesmen learning to cook electrically at 
James & Co. showroom. 


trips to the studio to see the meals 
actually prepared during the broadcast. 

There are five other Magic Kitchens 
in other parts of the city: One in Stix- 
Baer and Fuller, one of the larger de- 
partment stores, where literally thousands 
of women attend weekly. It has a larger 
seating capacity, and draws many shop- 
pers, being a popular meeting place when 
downtown. 

Another popular one is called the Food 
Craft Shop, which also boasts an attend- 
ance in the thousand mark each week. 

The others are scattered among the 
James and Company stores in various 
parts of the city. 


What every merehant should know 


HE “Big Bertha” of advertising is THE 

AMERICAN WEEKLY. It’s bigger in size—big- 
ger in circulation—bigger in selling power than 
any other magazine on earth. More than 5 mil- 
lion families comprising 20 million people read its 
interest-filled pages every week—twice as many 
as read any other magazine. That means it will 
do twice as good a selling job for you if you stock, 
display and feature the products advertised in 
its powerful pages. 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


Greatest 
Circulation 
in the World 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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N some sections the heating contrac- 

tor, architect and builder are regarded 
as good sources of leads. In others they 
are discounted. One suburban dealer 
claims that some times, when he follows 
up leads furnished by a contractor or 
builder, he finds all the competition in the 
world working on those leads. He says 
that when he has called in a heating con- 
tractor he finds that the contractor has 
tipped off competitors and occasionally 
he finds the contractor going to the pros- 
pect and trying to get him to buy every- 
thing else in the heating job, with the 
result that the prospect refuses to buy at 
all. Other dealers, however, differ with 
this viewpoint. 

While some dealers report some suc- 
cess with building reports, others claim 
that by the time they get the reports the 
contracts for the heating equipment have 
been let. Certainly property listings have 
been a poor prospect source. In the larger 
cities properties have been changing 
hands so rapidly that it was difficult to 


locate the real owners, and where they 
could be located, it developed they were 
all-to-often impossible potentials. 
Newspapers and direct-mail advertis- 
ing are consistent inquiry producers, par- 
ticularly where used as part of a well- 
thought-out plan of compaign. The offer 
of a premium or some useful gift, when 


featured in the newspapers, and through 


the mail, has been most productive of re- 
sults. Nearly everyone in the oil burner 
industry is familiar with the campaign of 
the Williams Oil-O-Matic Company in 
which a shovel was offered as a premium 
to secure worthwhile prospects. Accord- 
ing to Sales Management magazine, the 
first six free-shovel newspaper advertise- 
ments drew nearly 30,000 coupons, 
(within a few weeks of their insertion) 
and Mr. Don Frank, the advertising man- 
ager of the company, was quoted as say- 
ing they expected to make at least 100 
oil-burner sales to every 1,000 shovels 
delivered. It was said, furthermore that 
“the campaign has been unusually suc- 
cessful in attracting high-grade salesmen 
to Williams Distributors. .. . As a part 
of the plan, salesmen are required to ask 
each prospect who receives a shovel for 
the names of five friends or relatives 
who might be interested, in oil heating.” 


Selling the Prospect 


In general, the same principles that 
have made for successful merchandising 
of other major electrical specialties can 
be successfully applied to the selling of 
oil burners. No set “rules” can be laid 
down that will apply to all dealers. The 
dealer selling out of a well-appointed 
store with attractive floor display may 
have more success closing prospects in 


the store. The small dealer, whose dis- 
play rooms are his customers’ basements, 
will do most of his selling in his pros- 
pects’ homes. The “big store” may rely 
upon its prestige and standing in the com- 
munity as its chief sales argument; the 
smaller dealer may stress the importance 
of intimate personal service and attention. 

One fact, however, stands out from the 
data in hand. That is the importance of 
treating the old burner business as a dis- 
tinct and separate entity—and not a 
“side line”’—that is, if the business would 
succeed. 

It is an encouraging fact that burner 
manufacturers having the largest outputs 
spend substantial sums annually to pro- 
mote the sales for their retail dealers. 
Much of this expenditure takes the form 
of advertising and personal sales coopera- 
tion. 


NO OILING 

NECESSARY 
Women loathe the messy 
oil can. Tell them that ball 
bearings banish it from their 
homes — because they never 
need oil a ball bearing appliance. 


Tell them that ball bearings never 
“stick”, or “freeze up”—that they’re 
always ready for work—that they run smoothly 

and sweetly —that they’re clean and trouble-proof. 
Tell them ball bearing appliances do better work, 
and last longer. Watch “sales resistance” break down, 


and disappear. 


BALL BEARIN 


WORMA HOFF Magy 


bearing appliances come to you— 
and go to your customer—packed 
with lubricant for months of ordinary 

service, without renewal. That at once elim- 
inates your biggest item in servicing. A ball bearing 
appliance “stays sold”—there are no “come-backs”, 
no complaints, no apologies or explanations. What 
better builder of customer good-will could you ask? 


MORE THAN SIX MILLION 


LESS COSTLY 
SERVICING 
You know that most of the 
servicing expense you have 
to bear is due to a customer's 
failure to oil the bearings. Ball 


PRECISIUN BEARINGS 
ARE IN USE TODAY IN VACUUM CLEANERS AND 
OTHER ELECTRICAL HOUSEHOLD APPLIANCES 


NORMA-HOUFFMANN BEARINGS CORPORATION STAMFURD, CONN... U.S.A. 
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In which the author cn 
pects, advertising 


By Roi 


Manufacturer-cooperation takes 
form of newspaper advertising, the se 
of radio broadcasting, elaborate dir +t- 
mail campaigns, and all the various  \a- 
terial customarily furnished the trade ‘) 
progressive manufacturers in other fic! 
Among the special services that hive 
been furnished dealers may be mentior«d, 
(1)—factory or correspondence sales 
training courses, (2)—special studies of 
dealer operating methods showing how 
costs can be reduced, (3)—during sales 
campaigns, special mailings to prospects 
at little or no cost to the dealer, (4)— 
special promotional work among archi- 
tects, (5)—dealer stock ownership plan 
giving the dealer participation in profits, 

Manufacturers advertise in the news- 
papers either through the dealer, or 
directly, or both. It has been the custom, 
when they advertise through the dealers, 
to pay part of the advertising costs, pro- 
viding the copy is submitted to, and ap- 
proved by the factory beforehand; in this 
case an advertising limit is placed upon 
expenditures, of a certain amount “per 
burner.” The majority of mail advertis- 
ing matter is sold to the dealer, the prices 
and methods of charging varying with 
the manufacturer. Frequently the manu- 
facturer pays half the cost of the mailing 
material, the dealer paying the postage 
Some manufacturers require cash with 
orders for literature; others attach cou 
pons to every burner bought by the 
dealer, redeemable for a certain amoun 
of “free” literature. It is understood that 
the larger manufacturers spend in the 
neighborhood of 60 per cent of their ad- 
vertising appropriation in the news- 
papers. Practically all companies have 
field representatives who work with the 
dealer in operating and sales capacities 
The very vital factor of training for 
engineering service and installation is 
met by the manufacturer through these 
special representatives. 


“Manufacturer’s Job” 


From the above it must be obvious that 
the aggressive burner manufacturer goes 
to considerable expense to help his retail 
organization with the ultimate sale. 
Naturally, this expense—or most of it— 
must be included in the wholesale price 
of his burners. Although the manufac- 
turer’s product is responsible for about 
one-third of the retail installed price he 
is required to carry the burden of selling 
the complete installation. Much material 
not made by him, tanks, piping, refrac 
tory material, valves, controls, etc.—the 
products of others—are sold through his 
efforts. And as a result of oil burner sales 
activities, other heating equipment, such 
as boilers, furnaces, indirect water 
heaters, radiator valves, etc., are sold. 

It is well to remember that the manu- 
facturer must shoulder the responsi- 
bility and expense of promoting thie 
sales of many other products besides his 
own—all related to the individual in- 
stallation. It is likewise well for the 
dealer to remember that the sale of an 
automatic oil burner is the open sesa’ 
to other good business. 

Successful selling of the prospect 
predicated upon a thorough knowled 
of why people buy burners and why t! 
object to buying, together with « 
thorough understanding of burners 0 
general and the dealer’s burner in p 
ticular. To review these reasons 1° 
buying we find that convenience is upp 
most in the minds of most purchas« 
Then follows cleanliness, uniform hi 
pride in possession—keeping-up-with-t) 
times, economy, the influence of adv 
tising, and, lastly, the influence or rec: 
mendations of friends. 

Looking at the reverse—the reas: 
why prospects do not buy, the main ca' 
is “lack of money.” Closely allied w 
it are installation and operating co 
and lack of employment or fear to sp: 
the money. In fact, the “cost” objectio: 
uppermost in over two-thirds of the sa 
failures. Some prospects want a cheaj ° 
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Selling Technique 


tnues his talk on pros- 
«osing oil burner sales 


I’. Woolley 


ner; some expect prices to drop (or 
until a few weeks ago) and many 
spects report that their financial status 
so uncertain they daren’t buy. 
[he reasons why people buy, or do not 
vy, vary in certain localities, depending 
on many conditions peculiar to the 
ality. The forethoughtful dealer—and 
. lesman—takes careful stock of these 
asons and plans his sales and advertis- 
ing accordingly. Manufacturers’ adver- 
sing and sales promotional work have 
anticipated most of the objections that 
may be raised by the prospective pur- 
haser, but after all, it remains for the 
alert salesman to handle each individual 
problem as it arises. In many cases he 
must assume the roéle of negotiator be- 
tween the bank, or mortgage company 
and the prospect, if he would clinch the 
There are, indeed, numerous and 


sale. 


special problems which the dealers and 
their salesmen are confronted with. 

Next, viewing the objections raised 
concerning competition, we find gas and 
cheap coal advanced as two reasons for 
not buying, followed by coal stoker com- 
petition. Unethical competition between 
burner dealers is responsible for many 
lost sales. So are poor burner installa- 
tions and lack of the right service. Some 
prospects have advanced the argument 
that there are too many makes to choose 
from. “Coal in the basement” is yet an- 
other competitive objection raised, occa- 
sionally. 

Then there are objections raised con- 
cerning the equipment. These usually 
run as follows: Burners not yet per- 
fected; Noise, soot, odor; fear (of one 
thing or another) burner is unreliable, 
dislike of the manufacturer (ill-will) and 


finally there is the prospect who simply 
isn’t sold on the idea. 

The question has often been asked of 
Electrical Merchandising, “How many 
calls must an oil burner salesman make to 
close one sale?” Which to our way of 
thinking is analogous to the question 
asked Abraham™. Lincoln “How long 
should a man’s legs be?” His answer— 
“a man’s legs ought to reach from his 
hips to the ground,” applies with equal 
force to the query concerning the number 
of calls necessary to complete a sale. A 
salesman should make enough calls to 
secure the sale—or otherwise definitely 
dispose of the prospect. 

At the same time, however, it may be 
well to review this cardinal point. The 
number, investigation emphasizes, varies 
with the locality and quality of the 
market, the ability of the salesman and 
other factors. It was estimated that in 
1933 an average of about 10 calls upon 
bona fide prospects were necessary to 
effect a sale. The number varied from 
3.3 calls in the Southeast, to 25 calls on 
the Pacific Coast. A study of calls and 
sales by salesmen of a factory branch 
of a manufacturer, made over a period 
of 14 months showed 23,101 calls with 
6,472 interviews, and 284 burner sales. 
The salesmen had to make 3.5 calls to 
obtain one interview, and a total of 17 
interviews per sale. A Westchester 


(N. Y.) salesman who has a record of sell- 
ing 30 burners in one month, claims that 
it costs him money for any more than 7 
calls on the same prospect. This same 
salesman, however, has never been known 
to “let up” on a worthwhile prospect, once 
he has contacted him. 

The measure of a sales manager’s 
ability will usually be found in the ratio 
of calls and interviews to sales. If it is 
too high, either his salesmen are not 
properly trained, or the prospects are 
wrongly qualified. In many cases adver- 
tising is not used, or is incorrectly used 
in the effort to pave the way for the 
salesman, to enable him to get into the 
prospects’ homes, get over his story 
favorably, and get out with the order. 
Also advertising is not always utilized 
sufficiently as a follow up. One sales- 
manager says: “I have found intelligent, 
persistent advertising to be the best lead- 
getter, and the best means of opening 
prospects’ doors for the salesman. A good 
advertising message gets in where the 
best salesman fears to tread. If he fol- 
lows hard upon the heels of our message, 
he gets an interview.” 

Another sales executive offers this 
recipe: “If an element can be conceived 
which will lessen the resistance attendant 
upon every sale, and the creation of that 
element costs less than the solicitation it 
displaces, you gain by the substitution.” 


you might 


V Vithou that ingenious split in the pen, 


as well try to write with a nail. — No less vital to magazine 


advertising is editorial skill which feeds reader interest straight to the point. 


American 


The Crowell Publishing Company. . . COLLIERS, WOMAN'S HOME COMPANION, THE AMERICAN MAGAZINE, THE COUNTRY HOME... Combined Circulation Over 8,300,000 
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washers 


Booth at Oregon State Fair 
at which Hogg Bros. sold 
15 washers and 5 refrig- 
erators during the week. 


Washing Machine 
Selling Is Field Selling, 


Says Carl Hogg of Salem, Oregon 


Sell Them Before 


They Come In To Buy 


HERE are a certain number of 
people in each community to whom, 
during any given six months, washing 
machines can be sold. The number varies 
with the times and with the prosperity of 
there are always 
Who is going to get 
“The man,” says Carl 
Hogg, of Hogg Bros. Appliance Com- 
pany of Salem, Ore., “who goes out and 
sells them before they come in to buy.” 
The Hogg Electric Appliance Com- 
pany is planned along these lines. There 
are store sales, of course—and the Salem 
shop and its affiliated branches which 
operate as departments of furniture stores 
in Oregon City and Tillamook, Ore., are 
attractively arranged and busy places. 
But the real business is done in the field. 
There are three Hogg Bros. (there were 


the community, but 
some sales possible. 
this business? 


four of them until the older brother 
passed on about a year ago), of which 
each has charge of one of the branches 
Carl Hogg is manager of the exclusively 


electric store at Salem 
is washing machines 


and his specialty 
He started many 
years ago with no experience and sold 
25 washers (Maytags) during his first 
month. Thereafter for some years he 
spent the better part of each day ringing 
doorbells and he thinks he knows how it 
should be done. He claims a record for 
the firm of selling more carloads of May- 
tags than any dealer in Oregon during 
the past 21 years. The average for the 
Salem store is now about fifty a,month. 
Refrigerators run to about twenty-five 
monthly 

Much of the field selling is cold tarkey 
—hut Mr. Hogg believes in wWafming it 
up slightly before attempting fo serve. 
The method used is that of campaigns. 
These scheduled’ at sintervals 
throughout the vear and generally last 
about thirty days 


events are 


A given territory is 


selected, generally a 4own -within ‘fifty 
miles or so of the hore store 
This territory is then gently “pre- 


heated” for the salesmen who are to fol- 
low. One make of machine is decided 
upon for the campaign at an attractive 
price, and usually some premium is of- 
fered. The company has not sold cheap 
washers, however, and it has not cut 
profits below the 40% clear which must 
he shown on the books The average 
price of the washing machine sold dur- 
ing these various campaigns has been in 
the neighborhood of $70, or a little more. 

The local papers are used for adver- 
tising, with an announcement of the 
salesman’s call and with a cut of the 
washer and premium offered. Just be- 
fore the campaign is to start, doorknob 
hangers are distributed at every front 
door, giving complete information as to 


washer and price, with pictures of the 
machine and premium and again an- 
nouncing the salesman’s call. 

A regular house to house canvass is 
then commenced. The chief emphasis 
which Mr. Hogg places upon this part of 
the story is that no high pressure sales 
methods are used. If the housewife does 
not want to buy, let her go—it pays to 
spend your time on the woman who really 
wants a washing machine. In fact, the 
chief purpose of this canvass is simply 
to discover those people who would in the 
course of a few days or weeks or months, 
have purchased a washing machine any- 
way. And then to sell them your ma- 
chine before they set out to buy some 
other. 

No demonstrations are given and 
under usual circumstances no washing 
machines are placed on trial. Where it 
seems especially advisable during such a 
campaign, a machine may be left in the 
home for a few days while the salesmen 
remain in the neighborhood. It is under- 
stood, however, that this is not a regular 
practice of the store. 

Hours during such a campaign are 
both early and late. Headquarters are 
established somewhere in the community 
—it does not pay to lose time by con- 
tinually traveling back and forth to the 
main store. And then calls and appoint- 
ments are made to suit the customer. 
Hours are anywhere from seven in the 
morning to 12 at night. By the time the 


campaign is over, naturally enough, the 
men are tired, but a thorough job has 
been done. Recently the Hogg company 
put on such a campaign in a community 
of 6,000, where it succeeded in selling 
100 washers in thirty days. 

After such a period the men need a 
rest and for a month or two attention is 
devoted to regular selling. Prospects’ 
names pile up from floor contacts and 
through the service department—also 
through fair exhibits. The store itself 
attracts many. The front entrance is a 
deep open display space, with narrow 
flanking windows on either side. Here 
a machine in operation is always on dis- 
play and always there are people who 
stop to watch it and to ask questions. 
This exhibit alone is the source of a 
definite number of prospects each week. 

The company employs four salesmen 
on salary and commissions and always 
has two additional men on a commission 
basis only. Mr. Hogg believes in having 
always at least one additional salesman 
over and above those which the apparent 
business of the store might justify. It is 
the extra sales which this man brings in 
which make for steady growth. More 
than once he has had a salesman in this 
capacity make a place for himself on the 
regular staff, permitting a further addi- 
tion and further growth. 

The three service men also sell 
washers when occasion arises. When a 
new man was transferred to the Salem 
store from the service department of one 
of the other branches, he was sent out the 
first day on an emergency call. The lady 
whose machine needed fixing, it seems. 
had a number of friends who still did 
their washing by hand. He came back 
with a record of two sales and three pros- 
pects to his credit, in addition to the 
service work performed. Service is a 
specialty of the store. Mr. Hogg be- 
lieves that nothing is more important in 
building up a business than to leave be- 
hind you a trail of satisfied customers. 
Therefore, although the store gives no 
guarantees, it is prepared to give free 
service for an indefinite period. This 
does not cost as much as might be sup- 
posed, particularly as a large part of the 
expense of the service department is 
borne by the outside jobs which are 
brought in by the firm’s reputation in 
this field. And the prospects which are 
developed from this source are in them- 
selves worth the expense. 

Fair exhibits are another prolific 
source of names. Mr. Hogg believes that 
the possibilities of county and state fairs 
have not half been realized. The Hogg 
Bros. exhibit is always impressive. At 
the recent State Fair held at Salem, for 
instance, they took the space of six 
booths, occupying one entire side of the 
pavilion. Salesmen are always in at- 
tendance on such occasions, but no at- 
tempt is made to sell from the floor. It 
would be a waste of time to devote at- 
tention exclusively to one person, when it 
is possible to contact so many more who 
may later become purchasers. 


Five thousand people stopped to watch this ironing display in 
the window of the Los Angeles Bureau of Power and Light. No 
electrical appliances are sold by the Bureau, but a number of 
inquiries were made in the store and the electrical dealers of the 
neighborhood report an increased interest in ironers. 


Selling One Name 


ANDLING one line of washing ma- 

chines is a good practice if that line 
is complete, Harold S. Rice, president ot 
Rice Sales & Service, Inc., operators 0! 
the Good Housekeeping Shop, Dayton, 
Ohio, says. 

“If you have a model in every price 
class you have an advantage over dealers 
selling several different makes,” he said. 
“You are selling only one name; you 
don’t have to compete with yourself. Al! 
your efforts can go into backing one line, 
and that would be impossible if you ha‘ 
three or four different makes of wash 
ing machines on the floor. 

“You do not have to ‘knock’ one lin 
py talking about another, as many dealer» 
find themselves forced to do when they 
carry several lines. You can go the lim' 
on one brand name and you don’t hav 
to say anything to hurt the other make 
With one line you give the customer le 
to think about and aid him in reaching 
decision sooner. There is an advantag 
in handling the products of one man 
facturer. 

“The only objection to such a plan 


the past was that the dealer was at t!° 


mercy of one manufacturer or one di 
tributor. If the manufacturer and t! 
distributor play fair with the dealer 
of us are better off.” 

Rice Sales & Service Co., when it w 
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ablished several years ago, was an au- 

,obile speedometer repair store. Mr. 

e even built large speedometers which 

ristered the speed of his trucks and 

tomobiles on the rear of the vehicle, in 
lition to the dashboard, so that other 
itorists could see how fast he was 
going. 
Four years ago in April home appli- 
ces were added. From washers and 
lios (Philco), cleaners were added, 
d then refrigerators. The entire his- 
ry of the Dayton Good Housekeeping 
Shop can be told in terms of April, that 
ing the month when most of its his- 
tory happened. The business was 
unded in April, added home appliances 
in April, moved to its present location in 
\pril a year ago, and this last April 
enjoyed a good month. 

When the company took on home ap- 
pliances they handled four lines of 
washers, but now only one (Thor) is 
handled. With Thor Mr. Rice said he 
could cover the entire price range of 
$49.50 to $89.50 with five models, or six 
with the new drier unit. Ironers (Thor) 
are also handled. The store averages 45 
to 50 washing machine sales a month. 

Not only home sales but sub-commer- 
cial business is sought by the company, 
hotels and institutions which can use 
washers up to 16 pound capacity or 
better being actively solicited. 

The store runs one newspaper display 
advertisement a week and four classi- 
fied advertisements. It does not canvass 
for business expressly but gets its pros- 
pects from Mrs. Jones and her neighbor 
—Mrs. Jones having been sold a washing 
machine by the company some time be- 
fore. In other words, after a sale is 
made the store uses its users to pyramid 
business. When salesmen are out on 
calls they might drop in on Mrs. Jones 
and find out how she is coming along 
(and incidentally pick up some prospect 
names). 

Annually, the store displays its lines at 
the county fair, taking 40 square feet of 
floor space to demonstrate all its appli- 
ances. The shop has had the same floor 
space at the fair for six years now and 
believes the fair a more effective means 
of selling its products than participating 
in special shows with other dealers. 

The Dayton Good Housekeeping Shop 
probably has the largest service set-up 
in Dayton. A complete line of parts for 
all washers is carried, with a stock in- 
ventory of approximately $1,500 on hand 
at all times. A rapid turnover obviates 
necessity of carrying a larger inventory. 
For instance, wringer roll (Lovell) sales 
run 60 to 75 a month on “drop-ins,” not 
on regular service installations. 


refrigeration 


L. A. Hills points out virtues of a refrigerator the company 
also sells. 


Tires, Accessories 
and Refrigerators 


OW that you can buy automobile 
tires even in drug stores Hills Sup- 
ply Company, Sandusky, Ohio, which was 
originally an exclusive tire and auto ac- 
cessory store, today sells refrigerators 
(Kelvinator), washers (Maytag) and 
sweepers (Graybar, Premier) in addi- 
tion to accessories. 

To walk into the store today you would 
find it differing but little from accessory 
stores in other cities, but you would find 
an exhibit of refrigerators and electrical 
appliances in a location designed to catch 
your eye. And perhaps if you were in- 
terested you would drop in next door on 
a display room housing a special appli- 
ance exhibit. Refrigerator sales tie in 
with stop-light sales at the store, but each 
has a separate division to house it, helping 
to prevent the public from becoming con- 
fused, as so often happens in a department 
store. 

In 1929 Hills Supply bought automo- 
bile tires in carload lots, L. A. Hills, pro- 
prietor, said. That was before tire-sell- 
ing methods were revolutionized—before 
oil companies began selling them through 
their service stations. Hills Supply acted 
as distributor on tires and accessories for 
13 Ohio counties and had two men in the 
field continually handling wholesale 
garage equipment. 

“When business let down we had to 
look for something quick,” Mr. Hills said. 
“In 1932 we took on electric refrigera- 
tors. They have been a big boon ever 
since. In fact, right now we can’t get 


Morris Wolf, Wolf Radio Co., demonstrating refrigerator to prospect. 


Home Trial Brought 95 Sales 


S every electrical dealer knows, the 
most difficult point in the sale is 
that at which the customer must finally 
make up his mind. Morris Wolf, of the 
Wolf Radio and Electric Co. of Van- 
couver, Wash., believes in stepping in at 
this point and making up the customer’s 
mind for him. He does this, in the case 
of refrigerator sales, by securing per- 
mission to send the box under discus- 
sion out to the customer’s house for a 
three-day trial. Of course, he makes 
sure in advance that the prospect can 
afford to buy an electric refrigerator. 
His shopping for one is evidence that he 


wants to buy one. Once the box is 
actually in his home, Mr. Wolf finds, he 
will not let it go. Ninety-five per cent of 
such three-day trials end in the purchase 
of the machine. Mr. Wolf tells of his 
experience with a shopper who had been 
looking about for an entire year in an 
endeavor to make up his mind as to the 
best make. He shipped a refrigerator 
out to the man’s house on trial and the 
next day received the order. That this 
is by no means an unusual case is indi- 
cated by the fact that Mr. Wolf credits 
fifty per cent of his refrigerator sales to 
this policy. 
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money fast enough to buy them in the 
quantities we need. When we buy from 
the factory we must send the money along 
promptly, while when we sell to our cus- 
tomers we must give them a few days to 
pay for it.” 

Hills Supply has three outside sales- 
men contacting residents in the city of 
25,000. The company follows factory 
promotion methods, besides holding a 
yearly cooking school in the spring. 

Electrical appliance sales tie in di- 
rectly with auto accessory sales and it 
is easy to switch conversation from one 
to the other, Mr. Hills said. “Of course, 
we know that when a customer drives up 
in a car with the top half torn off he’s 
not much of a prospect for a refrigerator 
or washer. But if he drives up in a de- 
cent car that’s a different case. You have 
to know a few simple facts about your 
customer, else you'll be wasting your time 
trying to sell him an electric appliance.” 

Hills Supply built up a reputation for 
fair dealing in the years it has been in 
the auto accessory business and has been 
able to transfer that reputation over to 
appliance sales. The company sold more 
than 100 refrigerators last year and ex- 
pects to surpass that figure this year. 


Clark & Mills Have New 
Campaign Selling Plan 


ls innovation in dealer selling cam- 
paigns has been reported to us by the 
Clark & Mills Electric Company, 75 
Newberry Street, Boston, Mass. This 
veteran appliance selling organization is 
starting a campaign on October 29 that 
will last into December. 

Individual prizes and commissions, as 
incentives to sales, are to be done away 
with, according to William Edwin Clark, 
president of the company. Instead the 
company’s employees are to be grouped 
in fives, quotas set for each group which 
will consist of selling and non-selling 
members of the firm, and each group will 
be given different items to sell and dif- 
ferent quotas to attain. Thus, the plan 
differs even from the customary team 
contests. 

Prime purpose of the plan is to 
get the entire organization behind the 
sales campaign which embraces refrig- 
erators (Universal), washers (GE), 
radio (GE, Philco, Bosch), vacuum clean- 
ers (Sweeper-Vac), irons (Westing- 
house), I.E.S. Study and Reading lamps, 
floor lamps and _ heating appliances. 
Groups do not compete with each other 
but concentrate on making their own 
quota. 

When a group has made quota, a com- 
mission of five per cent is awarded and 
on all sales beyond quota the commis- 
sion is doubled, Each group has a super- 
visor who gets an additional $20 if all 
groups reach their quota. The chairman of 
each group (a salesman) holds meetings 
independently of other groups and gets 
suggestions and plans for the course to be 
pursued. 


Christmas Savings 
Plan For 
Refrigerators 


RESTIDIGITATION had little to 

do with it, but the Bishop Company, 
301 Washington Avenue, Lansing, Michi- 
gan furniture store, had more than 2,000 
persons visit its electrical appliance de- 
partment the week of September 15. 

H. W. Martin, manager of appliance 
sales, had a new plan, and he wanted to 
announce it the best way. He proposed to 
establish a “Christmas Savings Plan” for 
refrigerators, whereby patrons could de- 
posit a few dollars weekly between Sep- 
tember and Christmas and have a substan- 
tial down-payment ready by December 25 
so that they could give an electric re- 
frigerator for a Christmas present. 

It was necessary, first, to find out who 
in Lansing owned a refrigerator, and 
while he was about it Mr. Martin thought 
it would be wise to find out who owned 
radios. He decided to stage a scientific 
survey. He would have folks fill out sur- 
vey cards, and thus obtain names of pros- 
pects. He would bring people to the store 
to see the electrical appliances, and at the 
same time would entertain them. 

Thurman the Great, a magician and 
horoscope reader, was the solution. In 
turban and full regalia, Thurman the 
Great stood beside a table, and as people 
came in, he read their horoscopes free, 
telling them about the dark young men in 
their lives and on what days to avoid 
eating spinach. Each person, in turn, filled 
out one of the survey cards. Within four 
days the 2,000 cards which had been 
printed were filled, and Mr. Martin had 
a long prospect list on which to go to 
work, 

The appearance of the magician was 
the occasion for heavy newspaper and 
window display advertising, of course. 
The store stayed open at night during 
the week of his engagement so that the 
crowds could be accommodated. The line 
of people waiting to have their horo- 
scopes read extended at times through the 
store and beyond the doors. Salesmen 
were on hand, ready to supply informa- 
tion regarding the electrical appliances, 
but during the “show” they made little 
effort to make sales. Rather, they were 
content to tell of the Christmas savings 
plan and to describe virtues of the appli- 
ances handled (Grunow and Stewart- 
Warner refrigerators; Grunow and 
Philco radios; Speed Queen washers and 
Simplex ironers). 

Mr. Martin wanted to build off-season 
business in refrigerators by making the 
Christmas savings plan available. He 
planned to repeat the offer at intervals 
between September and December. 

The Bishop Company is headed by A. 
Bishop, with H. B. Thompson, secretary- 
treasurer. 


A University of Tennessee 
home economics student ex- 
amines a Kelvinator TVA 
model refrigerator in_ the 
U. of T. electric laboratory. 
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CONQUERED! 


First get this picture—! Fifty distributors 
gathered in a room—fifty distributors who 
had spent long years in the business, every 
one of them knowing what it takes to make 
Mr. and Mrs. American Citizen buy. They 
waited for the introduction of the new 1935 
Fairbanks-Morse Refrigerator with the typi- 
cal skepticism of their kind. 


Five minutes later these fifty distributors 
were on their feet, applauding. Before the 


day was over they had taken the F-M fran- 
chise and backed their judgment with 


orders to a history-making amount. 


FAIRBANKS- 


What did they see? 


First of all, a refrigerator almost breath- 
taking in its beauty. A refrigerator which, 
point by point, has every feature ever of- 
fered by any other—plus one thing more! 
The CONSERVADOR. They called it the 
greatest improvement in home refrigera- 
tion since the invention of the electric re- 
frigerator itself. They saw its instant ap- 
peal to housewives everywhere. Greater 
convenience—more usable storage space— 


30% less current consumption! 


FAIRBANKS-MORSE 


ELECTRICAL REFRIGERATOR 
with CONSERVADOR 


These distributors, who know refrigerator 
selling, saw in the Fairbanks-Morse line « 
profit opportunity of the kind that comes 
seldom in a lifetime—and they saw the 


value of the F-M franchise. 


Franchises for a few territories are stil! 
open for distributors of the right kind only. 
Full information may be obtained by ad- 
dressing Fairbanks-Morse Home Appli- 
ances, Inc., 430 South Green Street, Chi- 
cago, Illinois. 


104 Years of 
Quality Products 
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R. C. Johnson 


District commercial manager, Missouri Power 
ight Co. 


A UNIQUE plan which helped to 
boost sales of electrical household 
units because it featured the complete 
kitchen setup on a time payment basis was 
carried out at Brookfield, Mo., by R. C. 
Johnsort, district commercial manager of 
the Missouri Power and Light company. 

Johnson opened his program during the 
early cool days of fall, when interest in 
home equipment begins to pick up. In a LEFT 
space only 17 by 44 feet he arranged the 
window display shown—a complete, com- 
pact electrical kitchen. 

Conspicuously posted in the midst of 
the display was a three-color sign read- 
ing: “This entire kitchen may be pur- 
chased for less than the price of an average 
low-priced motor car.” The terms of pay- 
ment over a two year period were then 
given. 

Covered by this easy payment plan 
were the five major items in the kitchen, 
the General Electric refrigerator, General 
Electric stove, Thor ironer, Thor Electric 
Servant, and the large sink, which was 
shown in co-operation with a neighbor- 
ing plumber. 

On the first day that the window was 
opened to public view, Johnson took a 
page in a local newspaper. He and an 
advertising man from the newspaper then 
visited several other dealers in household 
equipment, who took display advertising 
on the same page. The other advertisers 
were: the plumber who furnished the 
sink, a lumber company featuring cookery 
cabinets, another dealer in electric re- RIGHT 
frigerators, and a jeweler with a line of There have been a lot of ideas in demon- 
strating electric ironers. But to Mrs. 


What better way of telling the story of electricity in the home than by featuring an entire electric kitchen in the window? The si 
‘This entire kitchen may be purchased for less than the price of the average low-priced notepad” ~ we 


Located at strategic intervals along refrigerator row at 
Gimbels, Milwaukee, are tables and chairs. After parad- 
- the prospect up and down the line of refrigerators, the 
salesman politely suggests that she look over the literature, 
with which the tables are covered, drawing forth a chair as 
he does so. 

“Get the prospect to sit down," says O. A. Acuff, 
“and she'll give you a longer interview. In fact you can 
hold her attention as long as she is sitting. The thought 
of going over the literature across a table appears logical 
ie. 7, , mind of the customer, hence its success with 

imbels. 


dishes 
Wilson of the Progressive Electric Shop 
_ An attractive ad of | kitchen copy” paid Rockford, Ill., goes the palm for the anak 
for by Johnson provided the nucleus of in providing a new and simplified way of 
interest which enabled the other adver- tins the story of the ironer's simplicity, 
tisers to tie in—and to help pay for his versatility and ease of operation across. 
page. Johnson then used another space poll pents 
for his direct merchandise appeal. A 
through the ironer, giving them a perfect 
Ihe window of gleaming white and press. Thenumb , en, whether they 
chromium attracted wide attention in admit it or not, have been asked by their 
r Brookfield, and a good proportion of the Ste an electric iron 
callers in the display room are now using crease in their pants, is considerable. 
a one or more of the pieces shown. One less 
wife. 
Johnson performed a good job of pro- ”e en 
8 motion in playing up the idea of a com- 


plete modern kitchen, and by featuring 


e the time-payment proposition on the en- 
tire ensemble, from which vantage point 
he could proceed to similar easy terms on 
any group or single piece if the customer 
1 already had one or more of the units. 
iN R SUNSH NE ole A This is sun lamp season and 
1. ? for all the department store 
men who are racking their 
i- brains for a new and attractive 
Ke ‘ 4 way of presenting the sun lamp 
i- story, we present the one 


worked out by G. Fox & Com- 

ny, Hartford, Conn. In the 
amp department is a “Sun- 
shine Room" (left). All 
store customers are invited to 
visit it and take a sunbath. 
Over on the right— 


“Miss Mary Sunshine” acts 
as hostess and tells the cus- 
tomers about the benefits of 
sun lamps for the kiddies and 
for grown-ups, too. News- 
paper advertising and a win- 
dow display helped carry out 
the idea which sold sunlamps 
for the Fox Company and will 
be repeated this year. 
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COMPLETE G-E 


Sales of complete General Electric Kitchens 


for first 9 months of 1934 are 300% ahead 
of sales for first 9 months of 1933 777 7 


HE modern all-electric kitchen is 
TT: longer a dream in the minds 
of America’s homemakers. It is fast 
becoming a reality. Witness G-E 
Kitchen sales this year as compared 
with last year. 300% ahead! Three 
sales now where only one grew be- 


fore. And the trend is definitely UP. 


General Electric retailers featuring 
the General Electric Kitchen are in 
an enviable position. They profit on 
complete kitchen sales. They profit 
on sales made under the G-E Step-By- 
Step Plan of acquiring the complete 
General Electric Kitchen. On this 
plan it is possible to make 3 profits 


per customer—a refrigerator profit, a 


range profit and a dishwasher profit. 


The National Housing Act now 
enables home owners to modernize 
their kitchens on extremely liberal 
terms. Retailers of General Electric 
Kitchen appliances are going after 


this business and are getting it. 


Using the G-E Kitchen as the back- 
ground of their sales effort, G-E 
dealers are rapidly building a per- 
manent, profitable business that is 
ever on the increase. Write for details 
of the G-E Kitchen plan of selling, 
and for facts about the General 
Electric franchise. General Electric 
Co., Specialty Appliance Sales Dept., 
Sec. DE12, Nela Park, Cleveland, Ohio. 
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OUTSIDE 


MEN, 


by 


Robert G. Silbar 


RINNELI 
a chain of mus 


gan cities, had 


BROS., operating 
stores in Michi 
a 285 per cent 
vain in refrigerator sales in the first 
iths of 1934, as compared with 
the same period last year 

\pril, May and June continued to 
hold the gain, and refrigerator sales 
only slowed down after August was 
During the first half of the 
vear the organization was selling re 


well along 


frigerators so fast it could not get de 
liveries enough from factories to satisfy 
the demand Sales in May were aver 
aging from 30 to 40 refrigerators a day 

Sweet music, those sales. Detroit 
factories were thudding with the boom 
and pound of stamping machines and 
automobiles were being sold as they had 
not been for three years. Riding the 
wave of increased automotive business, 
of which Detroit is the world center, 
electric refrigerator men found them 
selves swamped with new business 

One day in May, J. A. Gisriel, sales 
ager of the refrigeration depart 
ment at Grinnell’s downtown store, 
1515 Woodward Avenue, thumbed 
through a pile of 125 orders and looked 
up ruefully. “We're that far behind 
on deliveries,” he said, indicating the 
pile. “We can’t get a supply from our 
factories fast enough, in spite of the 
fact they are working day and night. 
We've even had to loan out refriger 
ators from our floor stock temporarily 
until we could get models ordered by 
customers 

‘The same condition exists in all our 
six Detroit stores and outstate. We 
were a full ten days behind on refriger 
itor deliveries on May 1, and our men 
were averaging 32 orders a day.” 


BACKED UP 


Refrigeration business in general has 
Grinnell Bros. con- 
centrated selling efforts on electric re- 
frigerators during the first half of 1934 
and then turned to radios for a fall and 
early winter campaign. 

Back in 1930 Grinnell Bros. were 
operating piano and phonograph stores 
exclusively. The radio had killed the 
phonograph business and the stores 
had acquired radio selling franchises. 
But radio sales slumped during sum- 
mer months. Radios were just “no 
good” in summer, as Mr. Gisriel ex- 
pressed it. 

And so, in May, 1930, Grinnell 
Bros. acquired a franchise to sell re- 
frigerators ( Williams’ Ice-O-Matic). 
For two years the company experi- 
mented with different methods of sell- 
ing refrigerators but carried them 
mainly as a side-line. Sales moved 
slowly upward, right through the de- 
pression period. In 1932 the company 
decided to go in for refrigerator sales 
seriously—a music store would sell re- 
frigerators as nobody else had. 


been seasonable. 


| 


Refrigerators in this music house are given a . 


distinctive display. 


The Service division is complete with a corps 


Here are shown popular 
makes for the customer's comparison. 


of capable trained men. 


BY HEAVY 


Today, Grinnell’s handles two lines 
(Norge and Crosley). They alse 
handle washers (ABC and Grinnell— 
the latter a special brand made by 
Horton )—and radios (Philco, RCA- 
Victor and Stromberg-Carlson). The 
two lines of refrigerators and radios 
are carried, Mr. Gisriel said, so that 
both the price line and quality field 
could be covered. “With popular 
makes we can catch all the customers 
who come into our store,” he said. 

The downtown store has an outside 
sales force of nine men. Grinnell’s 
have about 25 salesmen working out 
from the six Detroit stores combined. 
Salesmen make house-to-house calls, 
being held responsible for at least ten 
new prospects daily. Sales meetings 
are held three times a week to acquaint 
them with the latest developments in 
merchandising. The men are not con- 
fined to restricted territories but can 
go any place in the city, providing they 
stay within the city limits. 

Heavy promotional efforts are used 
to build floor traffic. Coupons, for 
instance, have been mailed to a list of 
prospects offering them a free dish if 
they would drop in at the store. Na- 
tional and local advertising on radios 
has been used, the organization making 
an effort to tie in directly with the 


nationally-advertised factory hours. 
Newspaper advertising is carried in all 
Detroit dailies, including foreign 


language sheets. 


PROMOTION — PILE up 
REFRIGERATION SALES FOR THIS 
DETROIT MUSIC HOUSE 


J. A. GISRIEL 


Sales manager, Grinnell Bros., Detroit, 
thumbs through 125 back orders for 
refrigerators. 


Special events have been staged 
through the Grinnell stores, in addition, 
A spring event which proved especial- 
ly popular was carried out for three 
days in March. All stores were deco- 
rated with spring colors and flowers 
Attractive window displays were ar- 
ranged, featuring the clean white of 
refrigerators against a flowered back- 
ground in bright colors. Each store 
varied the program somewhat but all 
followed a plan laid down for the en- 
tire organization. Thousands of pros- 
pects came into the stores during the 
event to inspect the 1934 models, much 
as if they were visiting an automobile 
show. 

Grinnell’s in Detroit service all re- 
frigerators themselves in a separate 
service division. An arrangement has 
been made to provide 24 hour a day 
service from the downtown store, with 
trained “trouble-shooters” ready to go 
out on repair jobs on short notice. A 
night telephone for service calls is kept 
constantly open. 

Refrigeration sales through the store 
have at times this past year been so 
heavy it was impossible to keep a com 
plete line of models on hand as floor 
demonstrators. In the middle of April 
there were 67 machines on the floor. 
The average floor stock runs around 
60, Mr. Gisriel said. When May came 
along, with its terrific demands, the 
store had scarcely 40 refrigerators on 
the floor and they had been sold. 
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Direet mail barrage 
laid down preceding 


sudamp sales cam- 


TORK ..... 
and Sunlamps 


Caswell, Inc., Detroit, expect to 
sell 600 sunlamps this season by 
concentrating on the baby market 


Hk HE stork is held accountable for a lot 
of things. Among others, it is ac- 
countable for many sunlamp sales. Fami- 
lies with new babies are among the best 
markets for domestic sunlamps. 

Recognizing that, Caswell, Inc., Detroit 
retail and wholesale distributors for the 
General Electric line, on October 1 
launched a sunlamp sales campaign aimed 
directly at the parents of new-born 
children. Before the season is out they 
expect to seil more than 600 sunlamps in 
the Detroit territory. 

Easiest place to find out who has a new 
baby at home is at the county clerk’s 
office, where birth certificates are kept. 
So, Caswell, Inc., are going to the birth 
certificate records to build their prospect 
lists. 

Starting October 1 a barrage of direct- 
mail letters began to be laid down on 
parents of month-old children. Some 300 
letters a week were mailed, the first of 
three mailings in the campaign. Benefits 
of ultra-violet rays in building bone and 
teeth and educational booklets went along 
with the first mailing piece. Following 
up the letters, salesmen were to call on 
all prospects. 

“There isn’t a more logical candidate 
for a sunlamp than the parent of a new 
baby,” C. A. Jackson, supervisor of the 
retail sunlamp division, who is in charge 
of the campaign, says. “I don’t mean the 
family with more than two children, but 
the young couple with one or two babies. 
The man will probably be earning about 
$2,000 a year. The wife will read child 
psychology magazines. Both parents will 
be open to modern ideas. They will be 
vitally interested in the health of their 
children. 

“Now that physicians openly recom- 
mend sunlamps the dealer’s task to sell 
the appliances is minimized. Dealers do 
not have to give medical advice on how 
long a child should be kept under a sun- 
lamp to get the proper light saturation. 


They only have to give simple instruc- 
tions for operating. Most dealers have 
been carrying a few sunlamps in stock 
to satisfy a low demand. There is no 
reason why they can’t give sunlamps the 
same push they do washing machines or 
refrigerators.” 

The Detroit campaign is being carried 
on in all General Electric retail outlets as 
a test campaign. Should it prove success- 
ful it will be tried throughout Michigan 
in stores for which Caswell, Inc., is the 
state distributor. Schools for the Detroit 
retail salesmen are being maintained to 
train the men in how to sell sunlamps. In 
every retail outlet a complete display of 
six ultra-violet lamps and one infra-red 
heat lamp have been set up, with floor 
cards to help advertise them. 

Besides the direct mail campaign the 
drive is being strengthened by newspaper 
space and factory educational literature. 
Best price range for the lamps has been 
found to be from $39.95 to $74.50, accord- 
ing to Mr. Jackson. This means that 
salesmen placing one of the sunlamps 
make as high a commission as they would 
in selling a washing machine. Of the 
mailing list obtained from the birth cer- 
tificate records Mr. Jackson estimates 
from 15 to 20 per cent of those contacted 
will be sold. 

Besides domestic sales, an intensive 
sunlamp campaign is also to be aimed at 
solariums and institutions. Apartment 
houses, swimming pools, Turkish baths 
and even poultry farms are potential 
markets for sunlamps in the winter time. 

Sunlamp business is seasonal business, 
Mr. Jackson says. Sales go best from 
October 1 to April 1, when the sun is at 
such an angle that the beneficial ultra violet 
rays are dissipated. In the summer time 
folks can get out in the sun and get a 
healthy tan, but in the winter, no matter 
how long they remain in the sun, they can- 
not get tanned. Artificial rays must thus be 
used to obtain the results of sunlight. 


C. A. Jackson, supervisor retail sunlamp division, Caswell, Inc., 


it, makes a sunlamp demonstration. 
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ALUMINUM COMPANY OF AMERICA - 


1860 GULF BUILDING - PITTSBURGH 


ticket of 
admission 


to new business— 


ing jobs. 


dreds of dealers. 


—new wiring jobs 


Here's your 


new appliances sales 


The door is wide open in every home using an electric range, 
to the dealer offering to demonstrate 


CHROMALOX 
SUPER SPEED RANGE UNITS 


the enclosed type replacement units that drop into place in any 
range, and put electric cookery on a new basis of speed and 
convenience. Dealers everywhere are cashing in on easy sales 
with these units, and at the same time making valuable new 
business contacts and gaining the confidence of home owners, 
setting the stage for the sale of new appliances and new wir- 


Chromalox Range Units have every feature that a housewife 
wants. They are easy to clean, shock-proof—no exposed wires 
—and give long-time service with no lessening of efficiency. It 
has taken twenty years of pioneering experience to perfect 
them, on the part of an organization devoting all its facilities 
to the manufacture of electric heating units. 

Turn this experience into quick profits for yourself—fill in and 
mail the coupon, and let us send you the details of the 
simple sales plan that is working powerfully for hun- 


Replacement 
CO) We sell elec. ranges. 


Name 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd., Pittsburgh, Pa. 


Without obligation, send us complete data about Chromalox Suge Gees 

— Units and how we can make money selling them. ere 
in the territory we serve. Check which 
We 


not sell elec. ranges. () Send us catalogs 


about Chromalox-equipped electric ranges. 
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Non-Collapsible 
Apple Carts 


Millions await the man who will invent a non- 
collapsible apple cart. 

Over a considerable number of years we have ob- 
served many hundreds of electrical development pro- 
grams of great promise. Our lighting, our consumption 
of power and our sales of electrical merchandise might 
well be double the present figures if these programs 
had been permitted to reach fruition. But invariably, 
or almost invariably, somebody intent upon a small, 
selfish, immediate profit came along and upset the 
apple cart, causing loss and confusion. Out of the 
confusion the mischief-maker grabbed himself an apple 
—which generally turned out to have a worm in it. 
Thus does the inexorable Spirit of Fair Play reward 
the unworthy 

We are led to these pious thoughts by observing some 
ff the nation-wide sales promotions now in progress 
in our industry. In one city, for example, a great Better 
Light—Better Sight movement had been inaugurated at 
the expense of some thousands of dollars. It was roar- 
ing toward success when a department store and a drug 
chain upset the apple cart, from which act of sabotage 
they gained perhaps a couple of hundred paltry dollars. 
Had they kept their itching fingers in their pockets 
they would assuredly have made a couple of thousands 
before Spring, many thousands over a period of several 
years. 

One wonders whether these upsetters of apple carts 
are really looking for profit or whether they are not 
simply mercantile terrorists taking pleasure in raising 
hell for hell’s sake. Something ought to be done about 
them—just what, we do not know—but if sweet persua- 
sion won’t work, maybe a Number Nine boot may be 


indicated. 
Chiropodists, Front 
and Center! 


t is the pleasure and honor of representatives of the 
business press to attend many conventions, committee 
meetings and conferences. At such gatherings is the 
best thought of the industry revealed. 

But at such gatherings also is revealed the sad fact 
that all too many of us suffer from sensitive corns. Let 
some forthright conferee with an honest idea but a 
perhaps inept tongue unloose thoughts contrary to or at 
variance with past ritual, and someone shrieks to high 
heaven that mayhem is being committed upon him or 
his. This disconcerts the earnest but undiplomatic pro 
pounder of the new idea. Appalled by his lingual 
clumsiness he shrinks into silence and the merit of his 
thought is lost 

We suggest that such meetings in future be served by 
an accredited chiropodist to minister to tender corns. 
The outspoken should be encouraged to speak out. 


. 
“Backward, Christian 
Soldiers” 


Hannibal was beaten by an army backing up. Jack 
Dempsey was licked by a fighter backing up. But it is 
not in the records that Dame Fortune ever swooned 
into the arms of a business man backing up. The elder 
Morgan said, “No man can get rich selling America 


short.” It was the evangelist Moody, we believe, who 
said, “You'll never get to Heaven to the tune of 
‘Backward, Christian Soldiers.’ The point we would 
make is that the times call for forward aggressiveness. 

The difficulty is that in American business right now 
are two main classes of men—oldsters who have taken 
the brutal beatings of five years of depression and are, 
in prize ring parlance, “punch drunk.” The other main 
group consists of young men in positions of authority in 
purchasing, merchandising and advertising departments 
whose formative business experience has been gained 
mostly during this sodden depression period. Both 
groups hesitate to attack, though the hour of attack 
has struck. They still shrink at the tragic portent of 
the waning moon instead of expanding to the warm 
promise of the rising sun. They are marching to the 
tune of “Backward Christian Soldiers.” 


Nature Won’t Be 
Hurried 


There is another thing about this Better Light-Be ‘or 
Sight movement which we might mention, and that 1 ay 
best be expressed in the words of an old Pennsylya:ig 
farmer we knew in boyhood. When he saw that \e 
kids were impatient for immediate results, the old : ay 
would remark, “Y’ cain’t skim no cream off’n » ijk 
that’s still warm from the Cow.” 

In this lighting operation the cow has given di wy 
plenty of rich milk, but it takes time for the milk to 
chill and the cream to rise. 

Patience is indicated. 


Les 


ERS 


EDITOR: 

To put it mildly, | am surprised at encountering in the 
November issue of “Electrical Merchandising” an editorial 
entitled “All-Employee Activities.” 

In “Electrical World” your editorials consistently urge 
merchandising and new business as the solution of the prob- 
lems of the electrical industry. In “Electrical Merchandis- 
ing” you administer a thorough panning to the same utilities 
for following the advice so freely given in the “Electrical 
World.” 

We urge all employees wishing to make extra money to 
sell merchandise. They bring in leads and where there are 
dealers with electrical merchandise for sale, the prospects 
are turned over to the dealers and our employee gets paid 
just the same. Yet, we are guilty of “beggarism and coer- 
cion,” and our employees are charged with using “a piece 
of lead pipe to forcibly persuade or cringingly beg, etc., etc.” 

As usual, we are damned if we do, and damned if we don’t. 

Or is it perhaps that you are presenting a case of Dr. 
Jekyll and Mr. Hyde? 

What would you suggest should be our defense when your 
salesman calls on us to secure, by “coercion or beggarism,” 
a renewal of the subscriptions he coerced and begged some 
months ago? 

General Manager, H. R. BopeMutter, 
Associated Gas & Electric System. 
EDITOR: 

I was interested in the story, “All-Employee Activities,” 
which appeared on the editorial page of your November 
issue. I do not know who wrote it. 

You would naturally be given credit to currying favor 
with the majority of your readers, who are apparently as- 
sumed to be independent wholesalers and dealers, by telling 
them something that they would like to hear. 

As a matter of fact, they probably do like to hear it, be- 
lieving that the activities described are contrary to their 
selfish interests. 

Also, as a matter of fact, immediately, and in the long 
run, I think the independent wholesalers and dealers will be 
the greatest gainers from such activities. 

The reason why such policies are necessary is because 
these wholesalers and retailers do not do the job, and prob- 
ably cannot do it, as it would take more people than they can 
afford to employ and would cost more than any profits they 
could get would justify. 

When utility salesmen and utility employes conduct an 
appliance or outlet activity, the great purpose of it is to 
inform and interest the citizen who will be benefited by the 
use of electricity. 

At this first contact, a very small percentage of people 
who are informed in this manner become customers of the 
utility. From my general knowledge of the situation, I should 
say that about one call in thirty yields a sale, but as is shown 
by subsequent surveys of people called upon but not sold, a 
much higher percentage of these acquire the goods from 
independent merchants within a reasonably short time after 
the matter has been stirred up by the representative of the 
utility. 

In other words, the independents are the great gainers 
from all such activities, and the utilities, at least generally 
speaking, are very happy to have them the greatest gainers, 
as they all recognize that independents cannot be expected to 
sell electrical appliances unless they make a reasonable profit, 
and that every time they sell an electrical appliance, it is to 
the interest of the utility. 

You gentlemen know your business, but I would assume 
that perhaps your greatest interest is to assist merchandisers, 
particularly those independent of a public utility, to sell 
good electrical merchandise at a profit, and why you should 
ridicule practices which are for the benefit of humanity and 
very decidedly for the benefit of the people who your pub- 
lication ought to be interested in benefiting, whether it is 
or not, is more than I can see. 

I do not know anything about the Great Atlantic and 
Pacific Tea Company, but I think if you will look up the 
history of the Pennsylvania Railroad, to say nothing of the 
most dignified and aggressive institutions in the country— 
manufacturers, utilities, distributors—you will find they have 
used these practices at which Electrical Merchandising 
does not hesitate to “throw a few bricks” with great advan- 
tages to their public and themselves, and to the American 
people who need work. 

Joun F. 
Vice-President, 
Commonwealth Edison Co. 


NOTE: Mr. Gilchrist enclosed with his letter an 
interesting form letter sent to Chicago dealers by the 
Chicago Electrical Wholesalers Association. 


MR. DEALER: ; 

In writing you from time to time you must understand that 
our object is cooperation. We are all in the same business. 
We want to do our part in the development of this business, 
and we believe you want to do your part. 

You contact the public. You serve a community. If 
you are better equipped than the other fellow you will do a 


better job. As a dealer on the Commonwealth Edison Com- 
pany financing plan you ARE better equipped than many 
others. We know, however, that too many of the dealers on 
the plan are not using it as freely as they should. 

This must be because of indifference, or a lack of complete 
understanding of what the plan is, or what it can do with 
little or no effort on your part. We want every dealer, espe- 
cially those dealers who have the privilege of selling their 
merchandise on the Commonwealth Edison Company’s light 
bills, to sell more appliances. You can easily double your 
sales on this plan. 

We want everyone to benefit by the use of the plan—you, 
us. and the public. Do not pass up an opportunity that the 
Wholesaler, the Electric Association and the Commonwealth 
Edison Company have worked cooperatively on for a long 
time with but one thought—that of assisting the local neigh- 
borhood electrical dealers sell more appliances and to help 
them render better service to their customers. 

If you do not thoroughly understand the plan or the object 
of it, or any information given you, do not hesitate to get in 
touch with the Bureau of Merchandising Cooperation. This 
department is your connection with the Commonwealth Edison 
Company in all matters pertaining to the selling of electrical 
merchandise. They are ready and willing to furnish you any 
information or assistance you may need. 

Your Wholesaler also can and will do all that is possible 
to assist you. Get this desirable time payment business. Do 
not hold back—the business is there—go after it. Tell your 
customers what you can do for them—they will appreciate 
such information. It is not every place they can get the service 
you extend them. 

The question you must ask yourself is “Do the people in my 
community know me and what I can offer them?” 

Cuicaco ELectricaL WHOLESALERS’ Ass’N. 


EDITOR: 

Apparently somebody made a bad pass from center or was 
misinformed as to the habits and the energetic efforts put into 
the sale of merchandise by utility employees since the inception 
of this business. I can recall distinctly hearing men in our 
industry and men affiliated with trade papers in the past being 
in whole-hearted accord with everybody in our industry trying 
to produce better business for the industry and its dealers 
through the efforts of the employees of the industry. 

I just got a little hot under the collar when I read your 
article in the November issue of Electrical Merchandising, 
page 22, headed “All Employee Activities.” 

W. G. Keay 
Assistant to Vice-President 
New England Gas & Elec. Ass'n. 
EDITOR: 

The writer’s attention was called to an article that appeared 
in the October issue of Electrical Merchandising regarding 
activities m our washing machine department. 

We do have a live washing machine department, but do not 
handle the Apex line, neither do we have a Mr. Franc in our 
organization. 

The article evidently refers to some other May & Company 
store, with which I am not familiar. 

L. G. RoTHENBERG 
May & Co., Dayton, 0 


Cc. H. RAUSCHENBERG 
AMPLIFYING SERVICE 
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1935 G.E.Mazda 
DISPLAY 


IT’S A HIT!... The new 1935 General 
Electric MAZDA lamp display service, first 
announced November 1, has already cre- 
ated a whirlwind of interest and won 
immediate approval among General 
Electric MAZDA lamp agents everywhere. 
Already they’re subscribing for this new 
service as never before! 


And well they might, for next year’s 
series of selected, pre-tested displays 
even surpasses earlier editions which 
won distinction when they were rated 
highest of all displays in surveys con- 
ducted by the National Retail Hardware 
Association and by the International 
Association of Display Men. 


The high spot of the 1935 service... the 
new *Flexilight” Base which permits 
unlimited, ible display arrangements 
and innumerable lighting effects... has 
established a new popularity record. 
Leading merchandise and display au- 
thorities have praised it highly. 


This display service will make your 
windows more attractive than ever... 
help you make more sales than ever 
before. If you haven’t yet subscribed 
for the new 1935 G. E. MAZDA lamp 
display service, see your lamp jobber 
immediately. You’ll want to be sure to 
get your full share of 1935 General 
Electric MAZDA lamp business. General 
Electric Co., Nela Park, Cleveland, Ohio. 


SEE YOUR 
JOBBER TODAY 


Ask him to give you 
complete details on 
the new “Flexilight” 
Base which permits 
flexible display ar- 
rangements and un- 


limited lighting effects. 


GENERAL 
MAZDA LAMPS 
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See this broadside for the complete story of 
the new 1935 G. E. MAZDA lamp display 
service. Your General Electric supplier has 
one, On the reverse side of this broadside are 
shown various merchandising ideas. 


iit 


HERE’S WHAT LEADING 
AUTHORITIES SAY ABOUT 


NEW “FLEXILIGHT” BASE 


The editor of a leading retail trade paper: “Every 
dealer who sees it, (The ‘Flexilight’ Base) is going 
to want one and I predict it will get center spot 
in more windows than any other display. It is a 
big step forward in the display field.” 


A nationally known display authority: “This 
strikes me as being one of the most ingenious 
devices I have ever seen.” 


@ 


The editorial director of an electrical trade paper : 
“The ‘Flexilight’ Base seems to have the most 
interesting possibilities of any window display 
that has ever come to my attention.” 


The promotion manager of one of the country’s largest 
department stores: “It is a mighty clever device 
and I think it marks a big step forward in this 
type of display. Certainly it ought to get results.” 
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Roast BEEF closes range sales 


ARKERS selling sandwiches to 


thing that really makes prospective range 


a pencil and you can figure out that a 


springs. But it is such things as being 


county fair crowds used to cry “A buyers snap open their pocketbooks and family using 10 pounds of meat a week able to broil a steak without smoke ond with 
whole hog and a pickle for a nickel.” A lay the money on the line is the saving will lose 714 pounds a year if they roast without flame marks that make the howse- desit 
lot for the money got the crowd in the a range permits. it in gas ovens. If this meat costs an wife sit up, blink her eyes, and rus}, to upon 
dim dead days of 1907. “I point out that a five pound roast average of 25c. a pound there is a saving get into the twentieth century. sales 
And, if you talked to Victor C. Moose, will lose 14 pounds in a gas oven. On of $17.87 on roasts alone that can be “Of course,” agrees Robert G. Forsyth, 5. 
leading range salesman for the Northern the other hand, in an electric oven which saved with an electric range.” Minneapolis range sales manager, “It |ias ern | 
States Power Company in Minneapolis, has no draft of hot air traveling through Moose, of course, has the time tried been the free wiring that has put electric list 
the same argument holds good. The it, the roast loses only 13 ounces. Sharpen argument of range coolness that he ranges over with such a bang in Minne- deale 
apolis. In 1933 the Northern States trad 
Power Company sold 248 electric ranges. polic 
In 1934 up to October, the number has divic 
passed ‘the 500 mark: All except 28 of selve 
these 1934 sales have been made since the « 
May | when the free wiring went in.” 6. 
Sitting back and lighting a Camel, Mr free 
Forsyth went over some questions about Pow 
electric range selling and revealed the char 
Northern States Power Company attitude. P. 
1. Free installation. Originally North- alm 
ern States Power made no free installa- floor 
tions but charged an individual price. Pow 
running from $30 to $50. Five years ago put 
a flat rate of $30 was set, later raised to sold 
$35. This forced a double selling job— sold 
selling the range and then the wiring. T 
May 1, 1934, ranges were put on a free rang 
installation basis, with cost charged to a the 
special department. This goes for any of t 
range sold in Minneapolis, regardless of beer 
what store makes the deal. Moc 
Under the old plan renters simply sells 
wouldn’t buy ranges. Today this offer is tion 
open to people who lease apartments and * pect 
houses. The only difference is in the hou: 
payment plan whereby the renter pays $10 the 
a month for the first three months and mer 
then gets terms the same as any prop- selli 
erty owner. In contrast the home owner lead 
pays $5 down and $3.75 a month. Ap- A 
proximately 8 per cent of range sales in chai 
1933 were to renters. Under the new app 
plan, Mr. Forsyth estimates, about 15 per 1. 
cent of the sales are to renters. 2. 
2. Free line extension. There is no set 3. 
rule with the Northern States Power A 
Company. The cost of a line extension is natt 
dependent on the load it will carry. ern 
3. Cooking utensils. Up to 1930 the an | 
Northern States Power Company gave isa 
premiums to make range sales. It was win 
felt then that premiums were of no help hou 
in closing a sale and simply cut into the elec 
profit. bire 
4. Trade-ins. An allowance up to $10 a Si 
is made on old stoves and gas ranges. tere 
f The cost comes off the gross and conse T 
tls, is: r quently cuts into the salesman’s commis- On 
tells, ** er than sion as well as into the company profits. the 
than 600 used The company bulletin board is speckled 
e en n 
th the was discovered sounds, 
1, to sell aiscovery of 
coasters crue!) the heating device 
ese Chrome! create? jevice market— 
right y ndustry, e sustal today 
of Chro both of which af (For our handy 
e in OM k for 
yltimat by CHR aiculator, ing 
you Heating skins Manufactor 
nd ay its lon Mich 
\, always 9° than twice 
Chrome}, wh ore 
useful life, 9° 
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The bulletin board’s abristle with 

gas stove propositions, explains 

Harry C. Loomis, merchandise 

sales manager. That’s the way 
they move ranges. 


with such swaps and Minneapolis citizens 
desiring gas ranges have come to look 
upon the seven Northern States Power 
salesmen as sources of bargains. 

5. List price. The policy of the North- 
ern States Power Company is to get the 
list price, Mr. Forsyth declares. Many 
dealers get the list on ranges but fluctuate 
trade-ins. With a hard and fast trade-in 
policy, the only flexibility comes in the in- 
dividual activity of the salesmen them- 
selves in reselling trade-ins for more than 
the company allowance. 

6. Moving ranges. Under its policy of 
free installation, the Northern States 
Power Company moves ranges without 
charge. 

Prospects for new business are obtained 
almost entirely by using the user. Few 
floor leads walk into the Northern States 
Power Company offices, as Mr. Forsyth 
put it, while refrigeration is 100 per cent 
sold, electric cooking is only 10 per cent 
sold to the public. 

The company originally started selling 
ranges to fringe users who were out of 
the reach of gas lines. The satisfaction 
of these early customers with ranges has 
been an ideal source of leads, and Vic 
Moose frankly informs all customers he 
sells that the range must give satisfac- 
tion as he expects them to get new pros- 
pects for him. Naturally builders of new 
houses and prospective stove buyers are 
the best customers. During he past sum- 
mer the company has used survey girls in 
selling water heaters, but this source of 
leads does not rank with the user. 

According to Harry C. Loomis, mer- 
chandise sales manager, the greatest sales 
appeal of the ranges are: 

1. Cleanliness. 

2. Safety. 

3. Ability to operate without watching. 

Although the peak of the range season 
naturally comes during June, the North- 
ern States Power Company is making it 
an all year round product. Minneapolis 
is a cold city, and everyone puts up storm 
windows. With this sealing up of the 
house, it has been discovered that the 
electric range best permits the canary 
bird and the potted plants to thrive. Many 
a salesman has closed his deal by his in- 
terest in pets and plants. 

The average range sale takes four calls. 
On his first contact the salesman explains 
the advantage of electric cooking and 
leaves a booklet, “Ten Keys to Happi- 


Wrong way to demonstrate, 
says Miss Valentine Thor- 
son, home service director. 
Keep away from stunts 
like water heating. 


Minneapolis Likes to Hear About 
Fancy Dishes but Acts for Thrift’s Sake 


ness.” He arranges for a visit to the 
Electric Shop. The prospect’s second 
contact occurs when she sees Miss Ethel 
Stark, home economist, give a demonstra- 
tion of electric range cookery. The audi- 
ence consists of interested prospects. How 
she and Miss Valentine Thorson, director 
of home service, put over the range idea 
is described in following paragraphs. 
On the call-back the salesman makes a 
point to see the husband, talking easy 
terms. More than 75 per cent of the 
electric ranges are sold on time. The 
fourth contact is built around new models, 
new prices, and the like. It has been 
found that birthdays, dinners and anniver- 
saries of members of the family are great 
incentives to action in the purchase of an 
electric range, and the salesman who is 
smart enough to gather the history of his 
prospect is very frequently able to close 
on the advent of one of these occasions. 
“Women complain about demonstra- 
tions being so fussy and using fancy 
foods,” says Miss Ethel Stark. “The 
truth is, the public demands fancy demon- 


strations. Women feel they have enough 
thrift recipes in their home. At first 
blush you would think I am _ directly 
crossing Mr. Moose’s advice as to how 
he sells ranges. I am not. It is the way 
the range saves money in cooking that 
actually causes the customer to buy. But 
when women call up here to watch 
demonstrations they come to get ideas for 
dinners and entertainments, something 
smart and showy. We have to mix in the 
practical with the dazzling.” 

Don’t become involved in technical 
demonstrations, Miss Thorson advises 
home economists. The amount of time 
a range takes to boil a quart of water has 
no bearing on its use in getting a meal. 
In like fashion there are a number of 
dazzling things that can be done on the 
platform which cannot possibly be dupli- 
cated by women in their homes, and the 
home economics department feels that 
such stunts are boomerangs. Conse- 
quently every menu is tested in advance 
for simplicity. Women can carry away 
copies of the menus demonstrated. The 


The way the beef shrinks in roast- 

ing fascinates prospects, Victor C. 

Moose declares. Thrift appeals 
close sales. 


only difference is the fact that Miss Stark 
keeps two ranges going, and magically 
pops out of one range dishes she puts into 
another a few minutes prior. 

Five different people with the Northern 
States Power Company united in this 
story to tell how it happened the utility 
was so successful in selling ranges in 
1934. Their experience is valuable to 
other range merchandisers. 


of manufacturing history. With 
enamel finished sides and rounded 


ine corrugated porcelain enamel, 
lain enamel drip boards. 


ONLY VOSS WASHERS EQUIPPED WITH 


This tells the Story 


All VOSS Washers employ the ex- 
elusive VOSS Suds-A-Rator prin- 
ciple which washes in the active 
suds at the top just as you wash 
by hand. Dirt always drops to 
the bottom. There is no harsh, 
violent action to tear clothes, nor 
to stretch them out of shape. 


DAVENPORT, 


| 
| 
| 


A new leader in a Great Line of \ 
Profit-Making Washers 


Here is the sensational new VOSS Cabinet 
Washer, Model CC. It is without a doubt the 
finest washer ever manufactured in our 58 years 


polished chromium, this new washer presents 
an appearance which elicits the admiration of 
all who view it. The tub is large in size, of genu- 


especially constructed wringer has double porce- 


Working parts are 
easily accessible through a handy 
there is ample storage space for electric cord, etc. 


THE FAMOUS VOSS SUDS-A-RATOR ‘ 


clean ivory 
corners of 


while the 


door and 


principle which washes 
clean, active suds at the surface 
where you wash by hand. 


Full-size VOSS tub. Genwine 
poreelain enamel, fused on a heavy 
corrugated, one-piece tub of = 


ine rust-resisting ‘‘Tonean’’ 


—as easy to clean as a china 
dish. 

Self-iubricating gears, fully en- 
closed and immersed in oil. Self- 
lubrication insures silent opera- 


tion and long life. 
VOSS has the only Dual-Wringer 


Only VOSS Washers are equipped with the electric safety st 
‘op and 
with the famous a approved by the Underwriters’ 
Laboratory. This new safety 


feature makes obsolete all ma- 
chines which do not give this 
protection. 


Model “CW.” 1's 
Model “CW” is 
in appearance and 
equi with the new 
VOSS Dual-Wringer with 
electric safety stop and 
double porcelain enamel 
drain 


A WASHER TO FIT EVERY POCKETBOOK... 


Model The most 

opular 
voss Washer. is Model 
“OC” has the new VOSS 
Dual-Wringer, which vir- 
tually eliminates all pos- 
of accident on 


qe all Gas Engine 
Washer. ‘or homes which 


not For electricity, 

ihe VOSS Model “GS” is 

run by a Briggs & Strat- 

ton 4-cycle gasoline motor. 


Model “GS.” A 


The de- 
Model “K. af 


a low price quality washer 
is answe in this new 
Model “K.”" It is full 6- 
sheet capacity. od 
“K” will wash efficient! 
and give years of depend- 
able service. 
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Monarch Ranges 


Matleable Iron Range Co., 
Beaver Dam, Wis 


Model; F65 GT 


Surface Burners: 2-1750 and 2-1000 watt 
speed units; oven, 2-1500, and 1-500 
watt warmer unit 

Dimensions Floor 414x264; 
height to cooking top 35 in. oven 15x13 
x17% in. 4-in-line units; large utensil 
storage compartment, oven tempera- 
ture control; warming unit; utility 
drawer above oven; automatic illum- 
inated dial temperature control; light 
over cooking top, timer-clock and con- 
diment set; “Dura-Glaz” acid resist- 
ing cooking top; Ivory-tan porcelain 


enamel finish Blectrical Merchandis- 
ing, December, 1934 


Sport Razor 


Lane Mfg. Co., 
$3 EB. Ohio 8t., Chicagd, Il. 


Device: Electric safety razor. 
Description: Equipped with 24 k. gold 


plated new type Gillette head; double 
edge blade; mottled Bakelite handle; 
rubber-insulated cord and Kum-Apart 
flexible rubber plug that acts as on- 
and-off switch, permits permanent in- 
stallation; a.c. only 110 volts. 


Price: $3.95.—BElectrical Merchandising, 


December, 1934 


Edison Iron 


Thomas A. Edison, Inc., 


Edicraft Division, West Orange, N. Y. 

Device; Automatic, Speed iron. 

Description: New free-action handle for 
quick ironing of sleeves; streamlined 


for speed; 27 sq.in. of sole plate; 


quick acting thermostat revents 
scorching and maintains right tem- 
perature all the time; tapering sides 
and pointed nose; 1,000 watts, a.c. 
only; available in 4§ or 6 lb. sizes. 
Price: $17.95.—Electrical Merchandising, 


December, 1934. 


BRIGGS STRATTON | 
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Gibson Refrigerator 


Gibson Electric Corp.., 
Greenville, Mich. 


Model: B-4. 
Description: 43§ in. high, 23% in. wi 


254 in. deep; net capacity 4 cu.f: 
1 ice cube tray, 21 cubes; § hp. mo 
and belt driven compressor; Ran 
defrosting switch; baked enamel « . 
terior; porcelain interior and Ran 
12 pt. temperature control at sm: | 


Price: $79 Merchand: 


ing. December, 1934. 


Wright Chafing Dish 


Russel Wright, 165 B. S8t., 
New York City 


Device: Chafing dish with 3-heat griddle. 
Description: Consists of covered pot for 


creaming foods, warmin up ieft 
overs, sauces, etc.; middle section, 
which is water chamber, when filled 
keeps food farm and fresh for con- 
siderable time; and griddle, which 
may be individually used for steak, 
chops, etc.; aluminum and walnut; 
walnut handles and knob heat resist- 


ant. 
Price: $12.00.—Electrical Merchandis- 


ing, December, 1934. 


Viking Clock 


Viking Products 
330 W. 42nd St. New York City 


Model: “Moon-glo.” 
Description: Small Mazda lamp in meta! 


base illuminates dial; upper part, dial 
and face crystal glass; easily replace- 
able lamp controlled from smal! 
knurled head switch at back of cas- 
ing; synchronous movement; dial ‘3 
in. diam., overall height 7% in., overal 
width 7% in. 


Price: $12.50.—Electrical Merchandis- 


ing, December, 1934. 


Brown-Johnston Lamps 


Brown-Johnaton Co., Spokane, Wash. 


Device: Stud aes, P= and tabi 
.E.S. 


models made to pecification: 


Description: Bronze and Chrome stand 


ards; especially designed shade o! 
various color combinations; floor lam: 
model has tri-light 
Merchandising, December, 1934. 
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Sunbeam Coffee Makers 


Chicago Flexible Shaft Co., 
New Products 


Device: “Maxwelton Braes” coffee mak- 
ers and servers. 

Description: Servers, fast heating table 
stove and coffee-basket insert individ- 
ual units, can be used and sold 
separately or tn combinations; stove 
has 2 heats—high for brewing, low for 
keeping coffee hot; chrome-plated sur- 
faces inside and out—non-tarnishing, 
unbreakable. 

Price; Complete outfit of 7-cup coffee 
maker, stove $6.95; serv- 
ers of 8 1$-cup capacity as 
low as $2.25. “Blectrical Merchandis- 
ing, December, 934 


Everhot Roaster 


he Swartzbaugh Mfg. Co., Toledo, O. 


evice: Everhot Imperial roaster. 
scription: Roasts meat, repares, 
vegetables, bakes pies, cakes, biscuits ; 
equipment consists of a removable 
inset and 3 other pane; 11 
qts. liquid or a 10 Ib. 2-heats, 
high 1,000 watts, low rst ‘watts at 
115 volts; “spool type” element; 10% 
in. high, 194 in. long, 12 in. wide 
green lacquered exterior; dark blue 
porcelain enameled cooking well; 
aan plated cover. 

12.95, East and $13.50, West.— 
Fleotrical "Merchandising, December, 


Universal Ranges 


Landers, Frary Clark, 
New Britain, Conn. 


Models: E6646, E6746. 
Surface Burners: 1—8§ in. open type, 
1,800 watts; 3—64 in. open type, 1,200 
watts; oven baking unit, 2,000 watts; 
oven eptes unit, 2,000 watts. 
Sizes: 40§ in. floor space; 403 in. to 
cooking top; oven, 1 x16x14 in. 
Description: ‘Automatic oven control 
with ruby heat signal; porcelain 
enameled oven lining; full size utility ¢ 


Mixwell Mixer 


Lane Mfg. Co., 
48 B. Ohio 8t., Chicago, Ill. 
Model: Portable mixer-juicer. 


semi-opaque g¢ mixing bow uice 3) oven n 
extractor, graded aluminum cup with Peerl SS Freezer oven door designed to stay open at 
. 7 oil dropper; stainless steel double é proper place for perfect ee re- 
Heat-Rite Unit beaters, rubber feet to prevent creep- Peerless Mfg. Corp., Louiaville, Ky. sults; economy cooker optiona 
ing; multiple speed AF - switch, high Device: Ra ice cream freezer. place’ of 1 unit at slight additions! 3 
and low; twin-shaft motor, a.c. or Descript 2 qt. and 4 qt. capacities; cost; automatic timer, kitchen clock, 
West Bend stent Co., d.c.; green enamel base and satin can oe started and stopped while freez- condiment set additional; white or 
West Bend, Wis ivory with chrome mountings.— ing is solng on ; fully enclosed mapchine ivory with black, porcelain, enamel 
Device: Low-heat unit for slow cooking Merchandising, December, gears; standard type motor.—Hlectri- chromium plate rim.—Elec 
or keeping food at serving tempera- ts . cal Merchandising, December, 1934. Merchandising, December, 1934. 


ture. 

Description: Diameter 6§ in.; 115 volts, 
85 watts ; does not boil liquids or burn 
foods; aluminum; keeps toast, waffles 
at serving temperature: heats service 
plates, etc., also recommended for 
cooking Boston baked beans.—Elec- 
trical Merchandising, December, 1934. 


Morrill Razor 


Morrill Morrill, 
30 Church St., New York City 


Device: Battery safety razor. 

Description: Sim to use; takes any 
standard double edge wafer blade; 
motor vibrates blade, is enclosed in 
handle of razor and is actuated by a 
light battery. 

Price: Complete with battery, battery 
ease and holder, $10.—EZlectrical Mer- 
chandising, December, 1934. 


Vidrio Electromix 


Vidrio Products Corp., 
3450 8. 52nd Ave., Chicago, Il. 


Device: Mixer-beater. 

Description: Beats, whips, mixes; de- 
tachable, stainless beater; portable 
unit; complete with bowl, motor, — 

and plus; a.c. 110-125 volts.—Elect 

cal erchandising, December, Ioan 


DELCO MOTORS Help Sell Your Product 


Because of their widespread reputation for tation in the newest appliance field —air con- ' 
quietness and dependability, Delco motors are ditioning. If you want to redyce noise, wear, 
helping to sell a constantly increasing number vibration and operating cost—if you want to 
of household appliances. The value of Delco’s insure your owners of dependable service— 
Sealed Lubrication, Vulcanized Rubber Cradle turn to Delco motors. Delco’s well-known oo 
Vv Mounting, and No End-Play Feature has already = features and Delco’s high manufacturing ; 
“Diamond H” Switch been demonstrated in the sale of washing standards and precision workmanship result 
epee Sa machines, ironers, refrigerators and oil burners. in motors that not only sell themselves but 
Hart 


vere, Youn. Delco motors are now winning a similar repu- also help sell your product. 
Device: 2-heat switch control panel for ; 
hot plates and oven elements. 
Description: Consists of 4 or 5 switches 
mounted in Bakelite block ready to 


operation. Blectrical: DELCO PRODL CTS CORPO RA ON. Davton. Ohic 


mber, 1 
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SEARCHLIGHT 


SECTION 


UNDISPLAYED RATE—Per word 

na Wanted ‘salaried employment only) 
a word. minimum charge $2.00 an 
advance See 4 on 


clasaifications 
Distributors 


Represe atives tising 15 cents a 

word, minimum $3.00 an insertion 
See on box numbers.) 

Discount of 10% if ll payment is made in 

advance for 4 consecutive insertions of un 


displayed advertisements 


‘OPPORTUNITIES 


SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 


DISPLAYED RATE—Per inch. 


1 inch $8.00 

2 or 3 inches 7.80 per inch 

4 to 7 inches 7.60 per inch 
Rates tor iarger spaces on request. An adver 
tusing inch is measured vertically on one 
column There are 4 columns—60 incher 
w page 
Box Numbere—Care of Electrica! Mervhandis- 
ing’s New York, Chicago or san Franctecu 
offices count as 10 words additional in undis- 


played ade. Replies forwarded without charge 


REPRESENTATIVE AVAILABLE 


an wow York 


ifacture ative, 23 years’ exper 
xcel t ntact electr obbers 
wh salers Best refer nvites 
. nationally advertised | RA-540 
al Merchandising, 330 West 42d Street 


c 


Importing House requires 
sole agency for sale of first 


bi 


mportant leading Dutch 


lass modern electric 
icycle lamp. 


Quotations with samples as soon 
as possible to 


“LEMET” 
HILVERSUM, HOLLAND 


WANTED 
ANY THING within reason that is wanted in the 
served by Electrical Merchandising can 
kly located through bringing it to the 
ition of thousands of men whose interest is 
assured because this is the business paper they 


tric heater 


Low operating cost. 


‘AIR CONDITIONERS, INC. 
147 Madison Avenue, New York, N. ¥ 


Distributors Wanted 


Meet the lowered electric 
rates with this new elec 


Safe—efficient—beautiful 


Write for proposition 
MORRILL & MORRILL 


DISTRIBUTORS WANTED 


for 
MORRILL ELECTRIC VACUUM CLEANER 
Enclosed filter type. High Vacuum. 
Four models. Many outstanding seil- 
ing points 


30 Church St.. New York, N. Y. 


Do “SEARCHLIGHT” Ads Get Answers? 


Here's a review of some answers received by box number advertisers. 


10 Replies received 


manufacturer of small electrical appliances 
wanting a Chicago representative 


3 Replies received 
by « salesman wanting additional lines on com 
mission basis in eastern Pennayivanis 
2 Replies received 
——by an sedvertiser wanting to represent manufac- 
turers of electric novelties and appliances in 
Metropolitan New York City 


10 Replies received 
by « manufacturer of motors, generators, etc., 
wanting agents in several territories 
2 Replies received 
—by « distributor prepared to handle electrical 
specialities in central New York and Northern 
Pennsylvania 
3 Replies received 
—by an advertiser offering representation in New 
England territory 


“SEARCHLIGHT” ads can serve 


14 Replies received 
—by « manufacturer of wringer rolls seeking 
national distribution 
Replies 
by @ proprietor of an electrical store who wants 
ariner 
Replies received 
—by an advertiser offering representation in South 
west territory on electrical appliances 
6 Replies received 
—by & manufacturer of washers wanting repre- 
sentation in «a noumber of territories 
7 Replies received 
—(in June) by a manufacturer of tree outfits want- 
ing salesmen on commission basis (7 replies 
also received to the same advertisements pub- 


a an advertiser offering representation in Cleve 
land on washers, sweepers and refrigerators 
4 Replies received 
y an advertiser wanting to purchase an electric 
appliance store and repair shop in middie west 


you to equally good purpose 


PART 


SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First 
line in small black face type). Fractions of a line count as a line. Discount of 
10% if full payment is made in advance for 4 consecutive insertions of undis- 


played ads 


DESPLATED RATE: $12.00 per inch per insertion 
(An advertising inch is measured vertically on one column. 
There are 4 columns—60 inches to a page) 


BAGS 


We 
the 


Vacuum Cleaner Dust Bags 
manufacture the best Dust-Proof Bag for 
lowest price in quantities. Universal Sales 


Syndicate Inc.. 118 North Warren Street 


Tren 


ton 


NEW ADS 


New advertisements for the January issue of 
Electrical Merchandising should be received a 
our New York office by December 28 to insure 


publication 


Send for 64-Page Catalog f 
illustrating 600 Washing Machine Parts ¢ 


WRITE OR WIRE US — NOW! 


SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 


Sell Faster—GOODRICH ROLLS—Cost No More 


SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 


24 


ARMATURE 
REWINDING 


Write for prices and catalog 
We Stock Vacuum Cleaner Parts 


WILLMAN ELECTRIC 
2554 Sturtevant, Detroit, Michigan 


Rewound Exchange Price $1.25 


reasonable prices 
Finest Workmanship Prompt Service. 


21 East St.. New York City 


Vacuum Cleaner Armatures 


All types of emall Armatures rewound at 


Send for Vacuum Cleaner Parts Catalog 
NATIONAL ARMATURE EXCHANGE 


New Products 


Wright Bain Marie 


Russel Wr right, 35th St., 
few York C 

Device: Aluminum 4.» walnut bain 
marie 

Description: Consists of 3 small covered 
pots to cook complete meal at one 
time—meat, vegetable and potatoes; 
= fit into water chamber which 
eeps food hot when cooking is over; 
middle section+(water chamber) may 
be used with separate cover for stews, 


etc.; large 3-heat griddle may 
used separately for pancakes and 
frying. 


Price: $30.00. Merchandis- 
ing, December, 1 


Franklin-Elasticord 


Franklin Steel Works, Joliet, Til. 

Device; Combination iron cord and stand 
for ironing boards. 

Description: Combination of self folding 
Elasticord, a stand to hold cord above 
ironing board and 5-ft. extension 
cord; stand can be folded, does not 
have to be removed from ironing 
board; detachable cords can be put 
away with iron or folded under rod 
and remain on ironing board. 

Price: $1.50 without switch; $1.75 with 
switch.—Electrical Merchandising, De- 
cember, 1934. 


Mark-Time Washer 
Switch 


M. H. Rhodes, Inc., Rockefeller Center, 
New York City 
Description: Times wash for various 
types of clothes; dial on switch cali- 
brated for silks, cottons, linen, heavy 
duty laundering, etc.; easy to oper- 
ate; washer is plugged into switch, 
pointer set on dial to kind of clothes 
to be washed, this starts washer, 
when time required has elapsed, 
washer automatically stops; saves 
electricity, saves wear and tear on 
clothes, the manufacturers. claim.— 
Merchandising, December, 

1934 


Harris Air Conditioner 


Harris Auto-Car Air Conditioner Corp.. 
500 Fifth Ave., New Yori 

Device: Portable air conditioner and 
humidifier. 

Description: Cools, filters, washes, hu- 
midifies air; capacity 300 cuft. air 
per min. or 1§ pt. water per hr.; 
operates by evaporation rr rinciple; air 
is carried through unit by fan pow- 
ered by a 50 watt motor; built as 
piece ot furniture ; available in vari- 
ous finishes: mahogany, walnut, “~— 
green on metal; 10 in. wide, 21 
high, 26 in. long; weighs 40 Ib.; 116 
volt a.c. or d.c.—Blectrical Merchan- 
dising, December, 1934. 


Delta Lantern 


Delta Electric Co., 
arion, Ind. 

Device; Delta Wildcat hand lantern. 

Description: 2-reflector constructior 
spot beam from front and w 
diffused floodlight from bottom, dou 
— switch turns on either light 
stantly ; handle has key slot for ha 
ing by rope or nail and hinges so |: 
tern can be plac upside down w } 
floodlight at top; in estructible, t 
nish-proof “Deltacrome” front refi 
tor; employs new circuit-series mu 
ple to operate on 2 or 4 standard |; 
in. flashlight batteries; 42 in. hig), 
silver colored enamel finish with bla 
handle. — Electrical Merchandisi, 
December, 1934. 


Hart Thermostat 


The Hart Mfg. Co., 
Hartford, Conn. 

Device: $3 thermostat designed espe- 
cially for table top ranges. 

Description: Can be mounted in back of 
switch panel with operating knob con- 
veniently located adjacent to switch 
handle; accurate temperature indicat- 
ing pointer constructed so it is not 
necessary for actuating element to ex- 
tend into oven proper; double pole if 
desired; may be mounted in back ot 
oven with remote control operating 
handle and dial on back splasher. 
Electrical Merchandising, December, 
1934. 


7 
Humiditherm 


Rochester Mip. Co., Rochester, N. Y. 

Device: Combination thermometer and 
humidity indicator. 

Description: Desirable temperature and 
humidity ranges are indicated on 
etched metal dial; pointers are 
actuated by simple trouble-free 
mechanism without friction; mechan- 
ism enclosed in molded case, 6 in 
high, with chromium trim. 


Price $3.50.—Electrical Merchandising, 


December, 1934. 


Eagle Nite-Guide 


Eagle Electric Mfg. Co.. 
all 8t., Brooklyn, N. Y. 
Device: No. 865 night light. 
Description: Plugs into any socke'! 
amount of light can be controlled | 
moving shade back and forth or usi: 
without shade; on-and-off switch « 
lows lamp to remain in outlet pe 
manently, turns off when not in us: 
Bakelite. 
Price: 35c. each. Mercha 
dising, December, 1934 


t - 
_ 
3 
evier 
Mas ran 
ing, 
Elect read sett 
New Y y rent 
it i — 
é = 
} i 
: Devic 
ver 
fro 
: rar 
H bla 
i sha 
3 cas 
bal 
les: 
for 
v vol 
19! 
oR 
4 4 
i 
i om = 
J 
S ~ = 
¥ Desc 
on 
“<5 S in 
br 
Me 
Dew 
lis 
j 
m 
- er 
th 
- WY si 
ce 
on ELECTRICAL MERCHANDISING—DECEMBER, 193+ ELE 


T hermotact Fire 
Detector 


Fahrenheit Laboratories. 
30 Broad 8t., New York City 


Device: Fire detector and alarm cyutem. 
Description: To be attached to doorbell 


circuit; sounds fire alarm when heat 
reaches 150 deg. F.; small fuse will 
melt and form electrical contact at 
this heat, considered a happy medium 
between harmless and dan erous heat ; 
fuse is mounted in cartridge housing, 
same sha as ordinary cartridge fuse 
and held in place on red Bakelite fuse ; 
black with polished metal parts; 

in. as many Thermotacts as 
needed may be attached to same wir- 
ing door" bell will ring when Ther- 


off to arouse household. 
Price: 


0 Merchandising, 
193 


GE Thrustor 


General Electric Co. 
Mdse. Dept., Bridgeport, Conn. 


Device: Thrustor. 
Description: A motor-driven hydraulic 


device now uséd as standard equip- 
ment on new line of flat-plate ironers, 
produces required pressing force and 
provides smooth cushioned return of 
ironing buck to its open position; 
consists essentially of hydraulic cyl- 
inder and piston actuated by motor- 
driven high-efficiency pump; operates 
somewhat in manner of hydraulic jack 
except that motor in Thrustor is sub- 
stituted for manual operation required 
by jack; because of hydraulic action 
of this unit, uniform pressure is ob- 
tained regardless of thickness being 
ironed. — Electrical Merchandising, 
December, 1934. 


GE Range Timer 


General Electric Co., 
Specialty Appliance Sales Dept., 

Cleveland, O. 

evice; Model T20 timer and clock for 
ranges. 

vescription;: Fully automatic self-start- 
ing, Telechron motored, with dials for 
setting “on” and “off” to control cur- 
rent to oven or appliances. 

Price: $14.50.—Electrical Merchandis- 
ing, December, 1£34 


v 


Ilg Blower Fan 


Ilg Electric Ventilating Co., 


h 2850 N. Craw ford Ave., Chicago, Ill. 
Device: Type “B” volume blowers, for 
t ventilation and drying. 

- Description: 5 sizes; available in dif- 
t ferent speeds, free air capacities range 
t from 180 to 2,100 cfm. and pressure 


range to 14 in. static pressure; multi- 
blade wheel is mounted directly in 
‘ shaft of motor which is placed on 
, cast iron base; wheel is dynamically 
balanced to insure smooth vibration- 
less operation ; motors can be supplied 
for any of the common commercial 
voltages, a.c. or d.c. single or 3 phase. 
ioe Mere handising, December, 


TRAYS AND GRIDS OF 
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Hostess Crusher Fralt-jalee 
lowest cen’ 
Cannot ti 


T. Ronald Alien Staff, 
Sales Representative, 
Dayton Industries Bldg., Dayton, Ohio. 
Description: Handy ice crusher ; 4 prongs 
on plunger; ice cubes can be crushed 
in ordinary glass without fear of 
breaking glass, guard protects every- 
hing except ice.—Electrical Merchan- 
lising, December, 1934. 


v 


Stleer and Shredder 


J Meat Grinder 


W estinghouse 


Light-O-Graphs 


Westinghouse Lamp Co., 
loomfield, N. 

Device: Light-O- -Graph for ‘determining 
lighting intensities. 

Description: Consists of sensitive photo- 
graphic paper inclosed in light-proof 
colored envelope with 10 round aper- 
tures through — sensitive paper is 
exposed to L_- ; sensitive paper before 
exposure ight yellow, as it is ex- 
posed to light it turns darker; in 23 
min. under proper lighting intensity 
paper will turn as dark or darker than 
envelope. If after 24 min. sensi- 
tive paper is lighter than envelope, 
the lighting is not of sufficient inten- 
sity.—Electrical Merchandising, De- 
cember, 1934. 


extractor has 
iter of gravity. 


sells on its. 
outstanding 


FEATURES 


FITZGERALD 


with juice extractor 
Denver and West $21.95 


without jui extractor 
$48.45 Denver and West $19.25 


Canadian Price $26.75 Complete. 


Western Canadian Price Slightly Higher. 


MAGIC MATD 


Sales Features of the Model D 


Concentrate on Model D Magic Maid—the 
mixer with plus value features! 

Modern i Model D is superbly 
beautiful with the rich contrast of its 
large black Bakelite handle and brilliant 
jade green finish and sparkling 
bowls to match (or ivory finish 


Efficiency. Model D has a pow verful 3- 
speed motor, performing its every task with 
ease and efficiency. No radio interference. 


Two-position handle. 100% convenience 
in portability. Lifts off stand with hand 
in vertical position. Greatest ease of use 
at stove in horizontal position. 


Dual-dise Revolving Platform—an exclu- 
sive feature—gives instant change from 


large to small bowl without removing 

platform. 

Tilt-back Motor. Important for quick at- 

tachment or detachment of beaters. 

Adjustable Motor Height. Greater ease 

and efficiency in beverage mixing 

Labor Saving Attachments. Mode! D has 

a most useful line—and at easy-to-buy 

prices. 

Sold without Juice Extractor. Now you 

can offer Magic Maid Model D at only 

$18.45 ($19.25 in West). Overcomes 

sales resistance of women who do not 

need extractor. 

Send today for complete Magic Maid 

successful selling plan 


THE FITZGERALD MFG. CO., TORRINGTON, CONN. 


Motor tilts back. Note Portable. Two-posit 
convenient position of handle makes for easier 
hand on handle. handling for different uses. 


platform exeles' 
bow! revolves 
efficiently bowl. 
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HANDY PULL 
| HEATER 
PLUG 


TRIPLE TAP 


HEATER CORD SET WITH 
UNBREAKABLE PLUG 


Quick-profit items — everyone 
ah h ity. Hardly 
a customer enters your store 
who doesn’t need G-E fuse 
plugs, heater cords and triple 
taps in her home now. 


Packed for counter display — 
this is attractive self-selling 
merchandise. The G-E Mono- 
gram on each piece stands for 
quality, dependability, safety 
— your customers know that! 
To you, this merchandise 
means effortless sales — and 
leads to selling new appliances. 


More profits from merchandise 
that moves fast can be had by 
calling your G-E Merchandise 
Distributor or by writing to 
Section D-3412, Merchandise 
Department, General Electric 
Company, Bridgeport, Conn. 


*Pyrex (Reg. U.S, Pat. Office) 
is the high heat and electricity 
resisting glass. Textolite is 
General Electric’s special insu- 
lating composition. 


GENERAL 
ELECTRIC 
WIRING MATERIALS Ss 


MERCHANDISE DEPARTME 
BRIDGEPORT, CONNECTICUT 


| 
FUSE | *. 
4 
4 
if 
TWIN TAP | So 
the mol - guichest . cheapest 
ALUMINUM COMPANY OF AMERICA 1860 GULF BUILDING PITTSBURGH 
supreme. ~ 
J 
Coffee Grinder % 
520.95 
4 Attachments 
4 
* 
s 
pt 
1 
Sharpener 
ive with 
= | 
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PRIMER 


FOR NEW REFRIGERATOR PURCHASERS: 


The SIGHTMETER, the 
SIGHTLIGHT TESTER and 
the SIGHTLIGHT Counter 
DEMONSTRATOR are 
proven sales tools that are in- 
creasing lighting sales every- 
where 


Send for “Better Light— 
Better Sight’’ sales plan. 


The Successful Salesman 
ONTINUED FROM PAGE 


things as these that renew his enthusiasm 
and initiative. There is the subject of 
a book right here. 

When Billy Bronson was asked to de- 
fine the term “home” in a school class in 
1929, he replied, “A place where dad 
comes home to sleep, eat breakfast, and 
take a bath on Saturday night.” Every 
cock-eyed, get-rich-quick, easy - money 
social force seemed then operating to 
tear the average family apart. The focus 
of social enjoyment was entirely outside 
the home. But the depression has made 
us huddle together, live together, play 
together, even raise hell together inside 
the home. If the depression hasn’t taught 
us anew the pleasures and thrills of home 
life, how do you explain that the only 
big industries that proved themselves de- 
pression proof are found among those 
ministering to home life? This great 


trek back to the fireside is establishing 
new interest in the ownership of home 
comforts and conveniences in so decided 


a manner that anyone who has his eyes 
half open can discern that we are on the 
threshold of a new prosperity from which 
the appliance salesman is positioned to 
catch the most bountiful effects. 

Keep your eyes open, and your tongue 
in your cheek to the palaver of propa- 
ganda that exudes politically to scare us 
into some new nightmare each season. 
Remember how the drought was bogied 
up in the headlines as the harbinger of 
dire calamity and revolution? Remem- 
ber the pitiful pictures of old Cy Perkins 
watching his wheatfield blow away, try- 
ing to untangle the protruding ribs of his 
herd from the barbed wire, picking up 


the staves of his rain barrel that had 
collapsed from the heat? Well, actually, 
reputable authorities estimate that 1934 
farm income is up 20 per cent compared 
with last year, and in fact, is 53 per cent 
ahead of 1932. Why the government is 
even paying Cy Perkins for not raising 
hogs. The point is that the propa- 
gandists are still with us. They obscure 
the facts. Keep your eyes open. Dig 
deep for true conditions. I don’t mean 
to put on rose-colored glasses, but I do 
mean to get out the microscope and 
binoculars—and don’t look through the 
wrong end either. 

Fourth, the successful salesman has 
confidence that he is selling an appli- 
ance which answers a need in a manner 
capable of delivering use value far be- 
yond its cost—in other words, no pros- 
pect can afford to be without it. And 
this confidence is vital to his success. 
Possessing it, he knows that he can jus- 
tify its purchase to any family, irrespec- 
tive of income because it will save more 
than it costs. Selling it, he will know 
it possesses distinct advantages over 
competitors such as to represent a value 
bargain which any housewife, once she 
clearly understands, will decide to buy 
above all others. Thus, he becomes un- 
conscious of competitors—to him there 
isn’t any other product. Finally, operat- 
ing with this belief inherent in all his 
actions, he is timid about approaching no 
one, and anxious to inform all fully be- 
cause he knows that when he has reached 
and informed a prospect properly, that 
prospect will buy and thank him all the 
remaining days of her life. 

Fifth, the successful salesman must be 
insatiably discontented with his own 
methods, progress and results. And if 
he has the aforementioned characteris- 
tics, he will be. But how many of us, 
having made a good killing for a few 
weeks or having won some contest cash 
prize, have slowed up or played around? 
Plenty of us, me among them! We be- 
come lazy, contented and stale too fast. 
If we could only keep the drive we have 
when our backs are to the wall, at the 
time after we’ve made a good killing. Mo- 
mentum must be increased each week, to 
be maintained. You can’t be contented 
with just last week’s record, for that is 
falling behind. If, on the other hand, a 
keen awareness of your responsibility 
and opportunity to serve as an appliance 
salesman is carved deep into your heart 
and soul, you'll not let the big earnings 
slow you up—you'll remain discontented, 
breaking your neck to gain some further 
goal, as long as you know there is one 
family around you to whom you haven’t 
brought the glad tidings of what your 
product can do. 

Sixth, the successful salesman realizes 
the difference between a washing ma- 
chine, for example, and a package of 
cigarettes—the latter is bought, the 
former must be sold. Women, except for 


Former manager of the 
Commercial Engineering 
Department of the West- 
inghouse Lamp Company, 
Harold S. Broadbent has 
recently been appointed 
assistant to the vice-presi- 
dent of the company. 


Westinghouse 


Following a recent meeting of the 
Board of Directors of the Westinghouse 
Electric & Manufacturing Company, 
President F. A. Merrick, announced the 
election of three vice-presidents, Roscoe 
Seybold, formerly comptroller; William 
G. Marshall, formerly assistant to vice- 
president; and Ralph Kelly, formerly 
director of budgets. They will make 
their headquarters in East Pittsburgh. 


Kohnstamm 


F. R. Kohnstamm, widely known 
within the electrical industry, has been 
appointed Manager of the Lighting Divi- 
sion of the Westinghouse Electric and 
Manufacturing Company, according to an 
announcement made by President F. A. 
Merrick. In his new position, Mr. 
Kohnstamm will have supervision over 
all lighting activities, including sales, en- 
gineering and manufacturing, now con- 
ducted at the Westinghouse Cleveland 
Works, in Edgewater Park. Until his 
appointment, he was Sales Promotion 
Manager of the Company, with head- 
quarters at East Pittsburgh, Pa. 


Miss Janes 


The appointment of Miss Marian Janes 
to the Home Economics Staff has just 
been announced by Reese Mills, Manager 
of the Range and Water Heater Depart- 
ment of the Westinghouse Electric and 
Manufacturing Company. In addition to 
her work in the Model Kitchen, Miss 
Janes will also take a prominent part in 
the Westinghouse skits which have been 
“on the road” for the past year. 


Westinghouse Air 
Cenditioning 


Mr. L. D. O'Connell, formerly Indus- 
trial Division Manager for the St. Louis 
office of the Westinghouse Electric & 
Manufacturing Company, has been ap- 
pointed Manager of Air Conditioning ac- 
cording to a recent announcement by F. 
A. Merrick, President. In his new posi- 
tion, Mr. O’Connell will have supervision 
over sales, engineering and manufactur- 
ing activities of all air conditioning ap- 
paratus. 


D. M. Atwater has been 
named manager of the 
Commercial Engineering 
Department of the West- 
inghouse Lamp Company, 
succeeding H. S. Broad- 
bent who becomes assis- 
tant to the vice-president. 


Servel 


F. E. Sellman has been elected vice- 
president of Servel, Inc., manufacturers 
of Electrolux refrigerators at Evansville, 
Indiana, it was announced at the eastern 
headquarters of the company, 51 East 
42nd Street, New York City. 

Mr. Sellman was formerly vice-presi- 
dent of two subsidiaries of Servel, Inc., 
namely, Servel Sales, Inc., and Electrolux 
Refrigerator Sales, Inc., which have been 
merged into the parent organization as 
sales divisions. 

Mr. Sellman will act as vice-president 
in charge of distribution which will in- 
clude sales, advertising and sales promo- 
tion. 


General Electrie 


Following the recent announcement by 
C. E. Wilson, vice-president of the Gen- 
eral Electric Company, that General Elec- 
tric radio receiving sets will be manufac- 
tured at the Bridgeport, Conn., works, be- 
ginning with the new line to be introduced 
in the late summer of 1935, comes the an- 
nouncement of the names and functions of 
the executives who are to direct this new 
manufacturing and merchandising pro- 
gram. 

Mr. Wilson has announced the appoint- 
ment of J. A. Proctor as assistant to the 
vice-president, with the responsibility of 
acting for him in the general co-ordination 
of radio engineering, manufacturing and 
sales activities. Mr. Proctor is widely 
known in the radio industry and takes to 
the General Electric Company a wealth of 
experience not only in radio manufactur- 
ing and design but in merchandising as 
well. 

J. L. Busey, manager of sales, appliance 
division, has announced that R. J. Cor- 
diner, formerly manager of the heating- 
device sales section at Bridgeport, has 
been appointed assistant manager of ap- 
pliance sales in general charge of sales de- 
velopment for G-E radio. Mr. Cordiner 
has spent more than 15 years with the 
Edison General Electric Appliance Com- 
pany and the General Electric Company in 
various key merchandising positions. 

B. C. Bowe, it was announced, will con- 
tinue as manager of sales in the radio 
sales section, a position he has held ever 
since the section was established in 1930. 


the miratulous exception, don’t come 
voluntarily*to the store and buy appli- 
ances over the counter. They must be 
educated into such ownership and most 
of the closing occurs in the home. Thus, 
neither you nor I, if we expect to be suc- 
cessful, can confine our entire attention 
merely to floor selling. Thank God, we 
can get around N.R.A. regulations in the 
use of outside selling time—and we 
ought to do a lot of it every night. My 
observation is that one of the biggest 
reasons why some salesmen -fail is that 
they want to sleep too much, or they take 
their wife’s bawling out for being away 
at night working, too seriously. Six 
hours’ sleep a night is enough for any 
man—if you think you’ve got to have 
more, it is simply because you've got 
yourself into an indolent habit, and are 
unaware of how it is deadening your 
drive. Get outside and sell—any- 


where, everywhere and all the time 
Seventh characteristic of the success 
ful salesman, in this eleventh and fina! 
article of this year (anyone oyght to 
stop on a couple of lucky numbers lik« 
that), the successful salesman constantl) 
attempts to understand the devious route 
and manners of the feminine mind in : 
better way. I'll admit it’s hard to under 
stand a woman, but feminine reaction: 
en masse, are easy. They follow a pretty 
regular pattern. And the woman rule: 
the appliance purchase, although we mer 
get in at the close, after she has made 
up our mind for us. Comparative buy 
ing habits, appeal to the senses, her 
tendency to be more interested in us 
values; these are many intriguing sub 
jects for research in the realm of 
feminine reaction. And as you learn tc 
handle the woman, you come nearer 
learning how to handle the sale. 
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Ralph J. Cordiner, for- For the past nine years Since 1931 a field repre- For the past three years W. M. DeWitt has been 


merly manager of the manager of the Union sentative of the Kelvinator manager of EEI’s Elec- appointed manager 
heating device sales sec- Electric Light & Power Corporation, Thomas E. trie Refrigeration Bu- Kelvinator’s domestic ad- 
tion of General Electric, at Co., Franklin, Mass., Louis Chadwick has accepted a reau, George N. Brown vertising and sales promo- 
Bridgeport, has been ap- A. Fiorani has been ap- sales executive position has joined the Kelvinator tion departments, accord- 
pointed asst. manager of pointed merchandise man- with the Graybar Electric Corporation as_ special ing to Vance C. Woodcox, 
appliance sales in general ager of the New England Company. He will be in utilities sales representa- advertising manager. 
aes of GE radio sales. Power Association. charge of 3 territories. tive. c ' 
ros 
Graybar Kresge Department Store, Newark, New perience as a successful automobile dealer ey 
= Jersey, has resigned as of November and developed and operated an outstand- Powel Crosley, Jr., president of The 
Mr. D. H. O’Brien, who has been 17th. He has not divulged his plans. ingly successful Major Appliance Divi- Crosley Radio Corporation, Cincinnati, 
associated with the General Merchandis- Mr. Bacharach came to the Kresge’s sion combining both direct selling and announces the appointment of James W. 
ing Department of Graybar Electric with a background of direct selling ex- merchandising methods. Beckman as Director of Public Relations. 


Company for the past seven years, has 
been given responsibility for the direc- 
tion of this important part of his Com- 
pany’s business. As General Merchandis- 
ing Manager, reporting to the Vice 
President in charge of sales, Mr. O’Brien 
will promote the Company’s merchandis- 
ing business under its new distribution 
policy, recently announced in the press. 


Chadwick 


Thomas E. Chadwick, since 1931 a 
field representative of Kelvinator Cor- 
poration, has accepted a sales executive 
position with Graybar Electric Co., Inc., 
it has been announced. Mr. Chadwick 
will be general merchandise manager for 
Cleveland, Akron and Toledo, in charge 
of the merchandising of Kelvinator 
products and all other electrical ap- 
pliances sold by Graybar in those terri- 
tories, 


Gould 


Benjamin Gould, formerly manufac- 
turer of electrical food mixers and other 
electrical appliances, has opened an office 
with his son at 230 Fifth Avenue, New 
York. 

They are in the market to purchase 
outright, any electrical or household 
specialty that could be sold through agents, 
or will represent, on a commission basis, 
outside factories looking for metropolitan 
New York distribution through chain, 
department stores and jobbers. 


Kelvinator 


George N. Brown, for the past three 
years manager of Electric Refrigeration 
Bureau, Edison Electric Institute, New 
York City, has been appointed a special 
utilities sales representative for Kelvina- 
tor Corp., according to an announcement 
issued today by Campbell Wood, Kelvina- 
tor Director of Utility Sales. 

Mr. Brown will make his headquarters 
in New York, and will contact power 
companies. 

Vance C. Woodcox, Kelvinator Corp. 
advertising director, today announced the 
appointment of W. M. DeWitt to the 
management of the company’s domestic 
advertising and sales promotion depart- 
ment. 

Selected as assistant to Mr. DeWitt, 
Mr. Woodcox’s announcement stated, is 
Wilbur E. Saylor, who since 1932 has 
been in the merchandising division of 
Kelvinator’s sales promotion department. 


New England Power 


Louis A. Fiorani, for the past nine 
years manager of the Union Electric 
Light & Power Company, Franklin, 
Mass., has been appointed merchandis- 
ing manager of the New England Power 
Association and its affiliated utilities, 
with headquarters at Boston. He will 
devote his time to the co-ordination of 
all merchandising activities on the sys- 
tem, the sale of appliances and the de- 
velopment of commercial loads. 


Kresge’s 


Emile M. Bacharach who has headed 
the Major Appliance Departments in 


SUNLIGHT MOTO 


help to write 
your “Best Advertisement” 


It has often been said that “your best 
advertisement is a satisfied customer.” 
How true this is of the owners of Sun- 
light-powered washing machines! Their 


confidence in you is confirmed by the 


satisfactory performance of their wash- 
ing machines, and by the quietness and 
dependability of the Sunlight motors 
which operate them. And their good will 
is an important influence in many sales 
to new customers. For 19 years Sunlight 
motors have performed so economically, 
so efficiently and so dependably that 
they have won the acceptance of thou- 
sands of washing machine owners—and, 
today, they are used as standard equip- 
ment by almost two-thirds of all the wash- 


ing machine manufacturers in America. 


SUNLIGHT ELECTRICAL COMPANY, 
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Impossible ?.. NO!... 


F YOU are dissatisfied with 
the small profits and grief 
connected with the sale of ordi- 
nary washers . . . listen to this! 
The New ‘“‘THERMO”" by Boss. 
The new Boss “Thermo” is so dif- 
ferent, so unusual, so outstanding 
that it enables you to make big-unit 
sales, in the same time it takes to 
sell a cheap washer . . . and enjoy 
proportionately bigger profits. 


You're skeptical, of course. You've 
heard the same story before. But, if 
you're vitally interested in building 
a profitable, a truly profitable 
washer volume, you'll send for the 
“Thermo” facts . . . right now! 
Other dealers were skeptical, too, 
UNTIL they put the “Thermo” on 
their floor—but you'll be amazed 
when we tell you of their experience. 


Write for bigger-profit proofs now! 


THE BOSS WASHING MACHINE COMPANY 
Norwood Station, CINCINNATI, OHIO My 
Manufacturers of Boss Quality Washers Since 1889 . 


WASHER 


4 


WAYNE 
MODEL 


7= 


HER: it is! The beautiful new 
Wayne. Streamline cesign—as mod- 
ern as tomorrow! It has Eye Appeal 
...+.+ plus! The gleaming chromium 
plate and grey enamel finish makes it 
the handsomest burner built today. 


Pump, By-pass, Strainer 
all in one piece. 


Features 


@ Entirely new stream- 


lined design— pedestal 
But its beauty is more than skin deep base. 


—for the efficiency and dependability @ Motor flange mount- 
of this new design lives up to the at- Sone positive align- 
tractiveness of the housing. It’s com- _——— 
pact—easy to install—easy to service ulating Valve and Strain- 
—yet servicing is seldom required. er built as a unit. 

Model K is the product of experience @ Short coupled. Firing 
—<sound in design and carefully — adjustable 8” up or 
built—to assure your profit and the fer Ne. 6 
satisfaction of your customers. Write a 
today for Bulletin. heur. 


Oil. Capacity 1-6 gal. per 
WAYNE OIL BURNER CORPORATION 
FORT WAYNE, INDIANA 


Harry Hoyle explaining the operation of an electric well 
system to actual prospect who had come in to see it. Note 
the running water this system operates. 


Electric Well 


Systems a Year 


By Arthur Roberts 


UT of an annual average sales vol- 

ume of 60 electric well systems, 
Worsfold and Hawvermale, Inc., hard- 
ware retailers, Nyack, N. Y., make 25 re- 
placement sales. Said Harry Hoyle, man- 
ager of this department, “Many electric 
well systems have been in use for years 
and their users are good prospects for 
replacements if the dealer keeps his eyes 
open for such business. If a contact ad- 
vises that he has an electric well system 
we do not consider this a definite turn- 
down until we find out how old it is. 
Often judicious questioning will disclose 
that the householder who says he has an 
electric well system, is not satisfied with 
its operation and sometimes he may be in- 
duced to buy a replacement. Recently, 
we made a $300 replacement sale, includ- 
ing the installation to a customer who, at 
first hand, stated he had an electric pump 
at the house. When we inspected it we 
found that it was ten years old and con- 
tinually giving trouble. The result was a 
replacement sale. 

“We give one year free service, dur- 
ing which time we call once monthly to 
look over the oil suction, water pressure, 
belts and parts in general. After one year 
we charge time and material on all serv- 
ice calls. We average one service call 
yearly on each installation. Immediately 
upon installing an electric well system we 
instruct each purchaser upon the opera- 
tion of the pump and tell him to watch it 
as carefully as his car, that he should 
inspect it at least once weekly and always 
keep it well oiled. Because an electric 
well system is hidden away in the cellar 
the tendency is to forget it. To jog a 
user’s memory we send out postcards 


every three months reading, “Check your. 


electric well system regularly and save 
expensive repair bills. If you haven't 
checked your system recently, do it to- 
day.” We also advise users to call us at 
least once yearly even though the pumps 
are working without apparent trouble. 
Most of our pump users follow this advice 
and call us once or twice yearly after the 
free service year. The main trouble we 
find on such calls is loss of suction 
through slippage, which we correct with 
new washers. 

“Sanitation is one of our best bets in 


selling electric well systems, particularly 
to the householder with small children. 
We take the sentiment out of the old 
oaken bucket by telling prospects about 
the disease germs lurking within it. 

“We have an electric well system 
hooked up on the sales floor so that a 
salesman can bring a prospect to the 
showroom to show him just how the pump 
works. If there is a user in the territory 
we often take a prospect to the user's 
home for a demonstration. We also can- 
vass the neighborhood where we have 
just made an installation inviting the 
neighbors around to see it, of course, with 
the consent of the new user. We some- 
times sell two and three additional pumps 
as a result of such demonstrations. 

“We sell well systems to road stands, 
service stations, restaurants, truck farms 
and householders beyond the water mains. 
Most of our sales are for deep well sys- 
tems because most of the wells in this 
territory are artesian wells. We sell the 
well system for a flat sum but charge time 
and materials on the installation if the 
well has not already been dug. What the 
dealer makes on the sale of an electric 
well system he may lose on the installa 
tion if he quotes a flat charge where the 
well has not been dug. Where the well 
has been dug, we will make an approxi- 
mate estimate, because we know the 
depth of the well and distance from the 
house. For this purpose we have com 
piled an approximate installation figure 
based upon a 100-foot run of pipe and this 
enables us to give a fairly accurate esti 
mate to the customer who wants som 
idea of the cost of the entire job. If a 
prospect demands a flat price for pum; 
and installation we state frankly that w: 
will figure high because of the hazard: 
and then add 25 percent for unforeseen 
contingencies. This may seem high but 
if the dealer gets a bad break, he can lose 
much more than this on the installation. 

“We keep in touch with the artesian 
well diggers in this territory. When the 
dig wells, they send us the leads and we 
go after the prospects on electric well 
systems. We sell many of these leads an: 
reciprocate by passing these well diggers 
the leads when we sell deep well systems 
where the wells have not as yet been dug.” 
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* There’s a rumor going ‘round that Frigidaire is about to make an announcement 
ne of vital importance to shrewd refrigeration dealers. @ The rumor is true. @ Frigid- 
ic aire’s Sales Plans for 1935 are almost ready. They embody all the principles that 
el have proved sound in the past—and many new ideas as well. @ If you want to 
he stay on the “profit” side of the ledger by swinging along with the leader—now 
nis is the time to start. @ A letter will bring you advance information. Write to 


Frigidaire Corporation, Subsidiary of General Motors Corporation, Dayton, Ohio. 


PRODUCT OF GENERAL MOTORS 


B. THE WORLD’S MOST POPULAR ELECTRIC REFRIGERATOR 
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1637 
KELVINATORS 


SOLD IN 1934 ON 
THE METER-ATOR PLAN 


KELVINATORS 


SOLD ON THE METER-ATOR 
PLAN IN 1934 IN A 


TOWN OF 116 
IN A TOWN OF 
620,000 170,000 KELVINATORS | 
POPULATION SOLD ON THE METER- 


ATOR PLAN...INA TOWN 


or 6,000 
SOLD ON THE METER- oF 0,00 
372 Ne ATOR PLAN IN 1934 + 
KELVINATORS INA TOWN OF 


30,000 


SOLD IN 1934 


IN A TOWN OF 100,000 
ON THE 


KELVINATORS 


METER-ATOR PLAN SOLD ON THE 
KELVINATORS METER-ATOR PLAN 
ON THE METER-ATOR PLAN IN A TOWN OF 
IN A TOWN OF 375,000 
POPULATION 


128,000 
357 


KELVINATORS 
SOLD IN 1934 IN A 


TOWN OF 143,000 
ON THE 


KELVINATORS 


METER-ATOR PLAN SOLD IN 1934 IN A 
THE METER-ATOR PLAN METERATOR SOLD IN 1934 ON THE 
IN 1934 IN A TOWN OF METER-ATOR PLAN 
IN A TOWN OF 


115,000 


KELVINATORS 
SOLD IN 1934 


IN A TOWN OF 


a 


KELVINATORS 


SOLD IN 1934 IN A TOWN OF 


69,000 


ON THE 


METER-ATOR PLAN 


Results and PROFITS—these are the things that make the 
Kelvinator Meter-Ator Plan the outstanding selling plan in 
electric refrigeration to-day. And these: results and PROFITS 


are not confined to any one sized town or one type of store. It works in 


KELVINATORS 


SOLD IN 1934 INA 


TOWN OF 200,000 
ON THE 


METER-ATOR PLAN 


any sized town and in any type of major retail store. And it is going to 
work even more effectively in 1935 because Kelvinator is going to puta 
program behind it that will absolutely insure greater success for every 
store using the Meter-Ator Plan. Now is the time to find out if you 
an get it for your store. Address the Retail Store Division . . . 
KELVINATOR CORPORATION, 14250 Plymouth Road, Detroit, w 
Michigan. Factories also in London, Ontario, and London, sane 
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